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( Become aYANKEE SHOEMAKER » 

franchised dealer and profittrom 
our complete children's shoe 

service tor crib through college ") 
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LITTLE YANKEES + DEBUTEENS - YANKEE DEBS + YANKEE PREPS + TOPCRAFT + THOMAS HEELS 


Creatively Designed with fast in stock service by YANKEE SHOEMAKERS, Newmarket, N. H. 
DIVISION OF SAM SMITH SHOE CORPORATION 





The shoe industry looks First in 
Colontal’s Swatch Book for colors, 
style and trends in leather. 





In Stock 60322 


Patent Leather 
Strap With Bow 
4to6,B,C,D&E 
6 to 8, B, bs 
81 to 12, A, 
12%, to 3, A, B. 


Kali-sten-iks Tailored Craftsmanship blended 
into distinctive styling, makes Kali-sten-iks 
‘“‘A Capital Asset in Your Store.” 
If you are the dealer who is looking for repeat 
sales in fine children’s shoes, Kali-sten-iks 


is the line for you. 
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TRADE MARK REG.US. PATENT OFF. 


For Children of All Ages 
A CAPITAL ASSET IN YOUR STORE 


In Stock 846 
Brown Allenite 
Tip Oxford 
8 to 12, A, B, C, D, 
12% to 3, A, B, C, D 
3%, to 6, A, B, C, D 
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WHERE THE BIGGEST VOLUME OF BUSINESS IS DONE 


FIRST... OVER 40 YEARS, THE LEADER IN VOLUME-PRICED SHOES 
FIRST... THE “1 BIG BRAND, THE ONLY PROVEN BRAND IN 
THE PRICE FIELD. FIRST...A COMPLETE LINE, TO DO THE COMPLETE 
SELLING JOB — MORE PROFITABLY. FIRST IN CONSTANT NATIONAL 
ADVERTISING, YEAR AFTER YEAR . . . MAGAZINES, NEWSPAPERS, TV. 


288 A STREET, BOSTON, MASS. - DIV.: CONSOLIDATED NATIONAL SHOE CORP. 
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If you haven’t seen this Spring and Summer line, you’re _ detailing, fine leathers and quality workmanship are still 
missing the boat! Buyers everywhere agree it’s a “‘honey _ priced for volume sales. Your Vitality Representative will 
of a line” with styles that sell like 60, because the smart _—_ call on you again soon to help you— 


CASH IN ON THE BIG WHITE AND CASUAL SEASON AHEAD! 


Special four-color ads in Holiday and McCall’s VITALITY SHOES—the shoes your customers pre- r one Gp Ga GD a Oe 
for May, Mademoiselle in March, Glamour in —— - soph If a Vitality Salesman 
April, to boom your sales of Vitality white and pce seam a tg doesn’t call 
casual shoes. Inquire about the availability of 
dealer tie-in material. 


—priced for volume sales. 


WRITE: 


Vitality Shoe Company 
1509 Washington Avenue 
St. Louis 66, Missouri 


VITALITY WANDERLUST SHOES from $9.95 


VITALITY SHOES-priced to retail $12.95 to $14.95 \ on you regularly 


SEE VITALITY ’S colorful Customer-attracting 


greatly expanded National Advertising Program In These Magazines on ee es es es 


FEB. 15 MARCH MARCH MARCH APRIL APRIL 
pL = Mademoiselle Gy 
MJOURNAE= =p «wan 

| itality 

SHOES 


k —— ot famous for fashion and fit 
Tie-in with these ads and make 1960 your Biggest, Most Profitable Shoe Selling Year! 


VITALITY SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE C¢ - LOUIS 66, MISSOURI 
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We Just Finished ’59 
—voing like sixty! 


Yes, the year just finished was our greatest since Florsheim 
was founded in 1892. Two out of every three pairs of better- 


grade men’s shoes sold in ’59 were Florsheim Shoes. 


As the world’s largest manufacturer of quality shoes, our 
68-year history has known many great years. But we look 
back upon our greatest as a preview of a greater 1960 to come. 
Fifty-nine has poised Florsheim on the threshold of an exciting 


decade that promises fresh success. 
Already we are going “‘like sixty” to fulfill that promise. 


Our blueprint for the future will follow our pattern from the 
past—to continue to make shoes so superior—in fit, finish, 
workmanship, and materials—-their quality will always remain 


America’s standard of fine shoe value! 


THE FLORSHEIM SHOE COMPANY 


MAKERS OF FINE SHOES FOR MEN AND WOMEN 
CHICAGO 6 


A Division of International Shoe Company 
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MR. NEOLITE HAS A WARNING FOR YOU: If It S 


ts not The 


Sousattonal Satin Bintih’ 





You see the difference... you feel the difference! 


If you want an elegant, luxurious looking sole, here’s one place to get it .. . from Goodyear. 


It’s the NEOLITE Flex Sole . . . made only by Goodyear. 


Imitations? Of course! You'll find plenty. But the NEOLITE Flex Sole gives 
you genuine NEOLITE quality, plus the new and unique Flex Sole features . . . a sensational, 


super-elegant satin finish . . . an amazing flexibility and lightness. 


Not just “quality,” but connoisseur quality .. . that’s the NEOLITE Flex Sole. Insist on it! 


Exvcellint Retail Selling ~Sluantages 


e Looks and is soft and mellow! 


e Absolutely uniform and flawless . . . and looks it! 


Sound. Uanifacluring ~Gdtoun liges 


e Engineered for processing with existing equipment, 
requiring no special bottoming technique! 


e Easy to apply . . . minimizes factory labor! 


Wtus lhe Regular Neolite Ble Site Beutures 
Wis the Rey 
6 
e Extreme flexibility and lightness! 


e True comfort ... long wear! Watch the award-winning GOODYEAR THEATER 
on TV every other Monday evening 
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. not made by GOODYEAR 
genuine NEOLITE-f@y SOLE! 


For all the facts about the NeouitE Flex Sole and its 
sensational new Satin Finish, call your Goodyear 
Representative. Or, if you prefer, write to: 


Goodyear, Shoe Products Division, Akron 16, Ohio 


NEOLITE“ SOLE 


vA 
* MADE ONLY BY 


GOODFYEAR 


NEOLITE, AN ELASTOMER-RESIN BLEND, 7. M.—THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 
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new 
_low rates 





with 

eager- 

beaver 
service! 





Big news for footwear consignees and shippers 


When you ship footwear via Railway Express, you—or your customer—can now 
get the benefit of new low rates on a shipment or shipments with total weight of 
300 Ibs. or more on any one pickup. You can ship to as many destinations —as 
many different consignees—as you wish. 





For example, under old rates, shipping 12 packages with a combined weight 
amounting to 800 pounds from Boston to 12 destinations throughout the country 
would have cost $104.30. Under new rates — only $85.52! Saving: $18.78 or 
18.01%. Greater savings will result on shipment aggregations of 1500 Ibs. and 
over. And you can ship charges prepaid or collect. 





We’re busy as beavers putting into effect new incentive rates to solve your “‘small RAIL «+ AIR + SEA 
shipment problems.” Next time you order or ship, specify Railway Express. HIGHWAY 
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SAHIBS 
CALIPHS 
LAIRDS 
MAGNATES 


MOGULSR, 


JUNIOR PARTNERS... 
ATTENTION J 


First editions of 

a talented new tannage, 

a versatile color concept, 
richly undertoned in black. 
The hand-rubbed, transparent 
finish exploits the natural 
beauty of a truly great leather 


which grows more distinguished 


with age. Interpreted here 
in sleek, supple zephyrweights for 
the conservative non-conformist. 


BLACK, 
IVORY 


EXCLUSIVELY 


OFF TO A FAST START 


and on its way to join our phenomenal 
Burnt Ivory. This advertisement will ap- 
pear in The New Yorker, May 7th issue. 


Style #6002 left, #6001 right, about $19 at your local Taylor merchant or write E. E. Taylor Corp., Dept. T-5, Freeport, Me. 














mere 
ounces 





in weight 


GENUINE DEERSKIN ... softest, lightest, 
loveliest of leathers. A wonderful new idea 
in comfort and fashion! Luxurious full 
length deep Air Pillow Cushion ... America’s 
softest step. As flexible as a glove — and 
almost as light! Here’s an opportunity to win 
new customers, add new volume, with a 
luxury casual that has everything a woman 
wants... at a price she wants to pay! In- 
Stock of course, for quick delivery to your 
store. 


CUSHIONIZED BELLAIRE SHOE CO. 
Portland, Maine 


Style 7016 
IN-STOCK 
Sizes 4 to 11 
Widths N-M-W 
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FMC Chairman Sees 


Technology Revolution 


NEW YORK—The 1960s shape 
up as a decade of technological rev- 
olution for the shoe _ industry. 
Changes in shoes and in shoe fac- 
tory operations will come at a far 
faster pace than in the ’50s. 

This is the outlook presented by 
S. F. Eagan, general chairman of 
the North American Factory Man- 
agement Conference. The annual 
National Shoe Manufacturers As- 
sociation conference will be held 
May 13-16 in Cincinnati, O. 

Mr. Eagan is vice-president in 
charge of manufacturing at Flor- 
sheim Shoe Company. 


Higher Skills Needed — Looking 
to the coming conference, Mr. 
Eagan said new ideas and signifi- 
cant improvements in factory oper- 
ation will spur the technological 
revolution. He spoke of develop- 
ments in machinery and equipment, 
in materials and components, in 
shoe constructions, in production 
flow methods, in factory layouts, 
and in overall plant management 
systems. All this, Mr. Eagan point- 
ed out, will require a sharp up- 
grading of technical skills and su- 
pervision. 


Import Competition Cited—“We 
cannot expect to achieve a tre- 
mendous rate of output simply by 
adding more factories and person- 
nel,’ said FMC Chairman Eagan. 
“The more realistic trend and an- 
swer is to step up our efficiencies 
through improved and _ daringly 
fresh technology.” Competition 
from footwear imports makes this 
even more important, Mr. Eagan 
added. 

Although automation is still not 
in the immediate future, he said, 
there is increasing use of machines 
designed to cut shoemaking time 
and costs. The vulcanized shoe and 
possibly the injection-molded shoe 
appear headed for key roles. 

Mr. Eagan called the Cincinnati 
conference “the international melt- 
ing pot of advanced shoe industry 
technology.” 
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EJ Sales Up, Profits Short of Goal 


Endicott Johnson’s net sales in- 
creased 8% in 1959. Earnings 
fell “considerably short of the 
long-range improvement sought 
by management.” 


ENDICOTT, N. Y. — Endicott 
Johnson Corporation’s annual report 
showed an 8.6 per cent increase in 
net sales for the year ended Novem- 
ber 27. But company officials found 
little satisfaction in the year’s earn- 
ings. 

Endicott Johnson long has used 
the normal base stock method of in- 
ventory designed to eliminate from 
earnings most inventory price in- 
creases or decreases. Before making 
provision to give effect to this in- 
ventory method, earnings were up. 
But because of “the highest hide 
prices since Korea,” earnings after 
these provisions were down. 

Commenting on the report, Presi- 
dent Frank A. Johnson said: 

“These 1959 results fall consid- 
erably short of the long-range im- 
provement sought by management 
from the standpoint of an adequate 
return on sales and as a share of 
the gains shown by the shoe in- 
dustry as a whole.” 

Prices Don’t Reflect Costs—Cit- 
ing “inadequate profit margins,” 
Mr. Johnson blamed the uptrend of 
manufacturing and _ distribution 
costs “without opportunity for com- 
parable price increases.” 

But Mr. Johnson sounded a note 
of optimism: 

“Reflecting our dissatisfaction 
with these results, numerous steps 
are being taken to improve profit 
margins and increase volume. Fis- 
cal 1959 was a significant year in 
the affairs of Endicott Johnson. 
Downward trends were checked 
and energies redoubled in 1960 
toward achieving improved per- 
formance.” 

Some developments cited in the 
report: 

® Retail Operations: In 1959 the 
company increased its number of 
retail stores to 566. This year the 
figure may reach 600. Unproductive 
stores will be closed. New ones will 


be in suburban shopping centers 
and other high-traffic locations. 

© Manufacturing Trends: Rub- 
ber, canvas and waterproof foot- 
wear will get increasing emphasis. 
“The growth of sports, recreation 
and outdoor activities plus the in- 
crease in the teenage population” 
led to this decision. 

® Styling Research: “Expanding 
long-established policy to combine 
research with the most modern styl- 
ing, Endicott Johnson Style Studio 
is being set up as part of the sales 
division for full coordination of 
styling with market research and 
promotion.” 

Recently the company announced 
plans to expand its production fa- 
cilities into the South. It will build 
a Mississippi plant to make wo- 
men’s shoes. 


Sales-Profits Comparison—lIn fis- 
cal 1959 Endicott Johnson had sales 
of $146,099,113 compared with 
$134,553,027 in 1958. 

Net earnings amounted to $2,518,- 
508 compared with $2,331,857. Prof- 
its equaled $2.75 a share against 
$2.52 in 1958. 

But earnings after provision to 
give effect to the normal base stock 
method of inventory were $1.50 per 
share against $1.98 in 1958. 


C. B. Galbraith, 62, Dies, 


Cambridge Rubber Official 


BALTIMORE—C. Blake Galbraith, 
62, vice-president and a director of 


the Cambridge Rubber Company, 
died here January 31 following a 
long illness. 

In addition to his position with 
Cambridge, he was president and a 
director of a subsidiary, the Carroll 
Shoe Company, Littlestown, Pa., and 
president of the Cambridge Rubber 
Foundation. 

Prior to joining the Cambridge 
Rubber in 1944, he was associated 
with the Firestone Tire & Rubber 
Company and the Ohio Rubber Com- 
pany. 

Surviving are his widow, Maude, 
and a daughter. 
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Designer Troy Gets NSRA Award 


A new Mercury Award has been 
established to recognize shoe in- 
dustry artists and designers. First 
recipient, for 35 years of pioneer- 
ing design: Seymour Troy. 


NEW YORK—Designer Seymour 
Troy this week receives the first 
Mercury Award of the National 
Shoe Retailers Association for out- 
standing contribution to the shoe 
industry. 

Presentation of the trophy was 
set for February 15 at NSRA’s 
semi-annual Style Conference in the 
Grand Ballroom of the Plaza Hotel, 
with NSRA President Louis Lieb- 
son officiating. 

The trophy will be Mr. Troy’s 
permanent possession. It is in the 
form of a bronze Mercury, mytho- 
logical messenger of the gods and 
legendary god of commerce. 


Other Designers Agreed—Nam- 
ing of Mr. Troy for the award was 
based on the unanimous opinion of 
the National Shoe Retailers Asso- 
ciation executive committee. A 
group of the nation’s foremost shoe 
designers, including Beth Levine, 
Margaret Clark Miller, Grace Pow- 
ell, Evelyn Lipare, Mabel Julianelli 
and David Evins, concurred in the 
Z. Albert Joseph served 
as chairman of the selection com- 
mittee. 

Seymour Troy has a reputation 


selection. 


‘Prophetic Shoes’ from a 


Left: Taileur, a walking shoe in plaza 
calf neutral beige, with built-up 14/8 
leather heel. Square recede last is 
slightly walled. Right: Wotan's Daugh- 
ter, new silhouette with peaked front, 
dipped quarter. In black dull satin with 
multi-colored lizard bands, on slender, 
needletoe last with jet heel, 26/8. 
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SEYMOUR TROY 
. « » Designer's Designer 


as a “designer’s designer.” He op- 
erates his own custom-made shoe 
salon in Manhattan. He also de- 
signs a line of popular priced shoes 
which are distributed nationally. 


“Vitaland Influential”—Mr.Troy’s 
originals in women’s footwear date 
back to 1928. His 35 years of pion- 
eering design have been hailed by 
the shoe industry’s leading style 
creators as vital and influential in 
modern shoe design. 

Among the innovations credited 
to Mr. Troy are the draped sandal, 


Troy-Designed Collection 


Left: Full Dress, a novel one-eye tie 
with open shank, V-line front. In black 
patent with luster leather piping; and 
satin laced and lined. Right: Opus, side- 
laced decollete pump with black outside 
satin lacings on black patent leather; 
black satin lining. Both shoes on 1960 
triple needle last with 24/8 heeis. 


the shankless unlined shoe, the first 
clear Vinylite shoes and _ lucite 
heels, the platform shoe, the asym- 
metric strap silhouette, the three- 
width open sandal, the bindingless 
pump, key-shaped heels, elasticized 
leather, the heel-in-one, and the 
“Pantouffle,” his new contour shoe. 


A Fitting Choice—Mr. Troy has 
crusaded throughout his lifetime to 
make footwear a focus of fashion, 
and NSRA officials consider him an 
appropriate choice for the Mercury 
Award. 

Until now there has been no 
trophy industry-wide in scope to 
support and recognize artists and 
designers. The National Shoe Re- 
tailers Association has set up the 
Mercury Award as an inspiration to 
young designers now coming along. 
NSRA leaders hope the award will 
lift the morale of the designers’ 
group in the U. S.; that it will en- 
hance the prestige of designers as 
a group, and that it will help es- 
tablish the shoe industry designers 
as couturiers ranking with the ap- 
parel industry’s designers. 


Cumberland to Double Its 


Manufacturing Facilities 

FRANKLIN, TENN.—A major 
expansion program which will double 
production facilities has been an- 
nounced by Cumberland Shoe Corpo- 
ration. The company has also filled 
a key sales post. . 

John S. Brans- 
ford, Sr., board 
chairman, said the 
firm will build a 
sizeable addition 
and install new 
machines and 
equipment. 

The expansion, 
which will cost an 
estimated several 
hundred thousand 
dollars, is due for completion by 
April 1. 

Cumberland Shoe at present manu- 
factures men’s dress shoes. Besides 
increasing this line, the company 
will add a “limited line of boys’ 
shoes.” 

G. F. Bichler of Barrington, IIl., 
has been placed in charge of sales 
for Metropolitan Chicago. 


G. F. BICHLER 
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Brown Shoe Co. Files Appeal, Cites 21 
Possible ‘Errors’ in Anti-Trust Ruling 


ST. LOUIS—Brown Shoe Company has filed no- 
tice of its appeal of a U. 8S. District Court order 
which held that Brown’s acquisition of the G. R. 
Kinney Company, Inc., violates the Clayton Anti- 
Trust Act. 

The appeal will take the long-fought case di- 
rectly to the United States Supreme Court. In the 
notice filed February 3, the St. Louis shoe firm 
suggested that Judge Randolph H. Weber may 
have erred in 21 areas of the case. Judge Weber 
ruled last December that the merger violates Sec- 
tion 7 of the anti-trust act in that the effect may 
be substantially to lessen competition and tend to 
create a monopoly. 


Wolff Shoe Mfg. Starts New Company 
To Make Mid-Heel Line for Women 


ST. LOUIS—Wolff Shoe Manufacturing Company 
here has announced the formation of a new company 
to manufacture women’s dressy, mid-heel, soft con- 
struction footwear to retail around $16.95. The new 
firm, named the Owensville Shoe Company, has 
started production at a factory in Owensville, Mo. 
Capacity is 2400 pairs a day. 

The new line, Mezzo Barefoot Originals, will be 
distributed through accounts of the Barefoot Orig- 
inals line made by Wolff. 

Officers of the new company are Sam Wolff, presi- 
dent; Jack Altman, vice-president; and William 
Wolff, second vice-president. 


Yankee Shoemakers Appoints Garvin, 


Promotes Thompson to Vice-President 


NEWMARKET, N. H.—John R. Thompson has 
been elevated to the vice-presidency of The Yankee 
Shoemakers, division of Sam Smith Shoe Corpora- 
tion. He will be in charge of merchandising and ad- 
vertising. Formerly he headed sales promotion. 

William Garvin has been appointed director of 
sales and will take charge of an expansion program 
for the company’s sales force. He has been associated 
in the same capacity with Hussco Shoe Company, 
Virginia Shoe Company and Lever Brothers Com- 
pany. 


Hamilton Shoe Elects Ray Bennigson 
As Vice-President for Penaljo Sales 


ST. LOUIS—Ray Bennigson has been named vice- 
president of Hamilton Shoe Company in charge of 
Penaljo sales. Mr. Bennigson has been with the wo- 
men’s shoe manufacturing firm nine years, the past 
year as sales manager for the Penaljo brand. He is 
the son of Harry Bennigson, executive vice-president. 

All other Hamilton officers were re-elected at the 
company’s annual board of directors meeting. 
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NSI Committee Picks Burnished Olive 
As Men’s Fashion Theme for Late ’60 


NEW YORK—Burnished Olive has been chosen 
by the Men’s Promotion Committee of the National 
Shoe Institute as the men’s footwear fashion theme 
for fall and winter 1960. 

According to NSI, industry leaders told the com- 
mittee’s recent meeting that the green-influenced 
tones are of rising interest and that they vary from 
the grayed true olive to near-black. Several produc- 
ers have indicated they prefer the darker shades of 
olive. Sum total of industry planning is that many 
shoes will be on the market for fall-winter in the 
darker, olive hues in smooth leather and in the loden 
shades of brushed leather. 

Esquire magazine will depict new olive footwear 
styles in its November issue. 


1959 Output Set at 632 Million Pairs 


After U.S. Raises December Estimate 


WASHINGTON, D. C.—The Census Bureau has 
revised its estimate of December 1959 footwear pro- 
duction slightly upward, to 48.4 million pairs. As a 
result the year’s total output approximates 632 mil- 
lion pairs, on the basis of government figures. 

For shoe manufacturers, 1959 was the greatest 
year ever. The highest previous output for a single 
year was 597.6 million pairs in 1957. In 1958 output 
dipped to 582.4 million pairs. 

The December estimate of 48.4 million compares 
with 48.2 million in December 1958 and 45.8 million 
pairs in November 1959. 


Henry Solar Becomes Liberty Shoe’s 


VP for Sales After Acquiring Interest 


HAVERHILL, MASS.—Henry Solar, member of a 
well known family of shoemen, has acquired a sub- 
stantial interest in the Liberty Shoe Company, Inc., 
here and has been made vice-president in charge of 
sales. 

Before joining Liberty Shoe, he had spent 12 years 
as manager of the Capitol division of Brown Shoe 
Company in St. Louis. 


Tucson, Ariz., Stores Sponsor Their 


Second Ripple Sole Week Promotion 


DETROIT—The Tucson (Ariz.) Shoe Retailers 
Association, which sponsored the first local Ripple 
Sole Shoe Week last April, is currently conducting 
a second such promotion. Retailer Oscar Montano is 
chairman of the February 11-20 event. Its theme is 
“Back Again and Bigger Than Ever.” 

The initial promotion was given credit for “greatly 
increased store traffic,” and this year almost three 
times as many shoe retailers and department stores 
are taking part. They are using newspapers, radio 
and TV as well as window and in-store tie-ins. 





Headlines 





LIA ‘Fashion Shows’ Reach Millions: 


Spring Shoes in Newsreel, TV 


NEW YORK—A newsreel fashion 
show and a 10-minute fashion pres- 
entation on the Dave Garroway 
“Today” television show both 
sponsored by Leather Industries of 
America — have been introducing 
the new spring shoe fashions to 
American and Canadian women. 

A coast-to-coast audience of more 
than 12 million television viewers 
late last month saw a _ shoe-and- 
garment fashion show on “Today.” 


> rf 
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Featured on the 10-minute LIA 
fashion show were the new specta- 
tor styles for day and evening wear, 
a variety of casual and walking 
shoes, and a selection of jeweled 
and sparkling evening pumps in 
smooth, lustre and suede leathers. 


LIA Campaign for 1960 — The 
newsreel and television fashion 
shows are part of an integrated ad- 
vertising and publicity campaign to 


hs 


part in the Vogue-LIA promotion. 
Retailer kits are available. 


An LIA ad in the March issue of 
Mademoiselle features leather spec- 
tators and spectator-type shoes for 
all times of the day. An eight- 
page, full-color editorial layout in 
the same issue features the specta- 
tor look. 


Supplement to Be Distributed — 
LIA has arranged for reprinting of 
a supplement appearing in the 
magazine as a booklet for consum- 
ers on foot care, buying of shoes 
and the care of shoes. These book- 
lets will be distributed nationally 
through retailers. 


Models wait to show spring footwear on NBC-TV's "Today." Twelve million viewers are believed to have been watching. 


Featured were the “shoes that will 
key the costume this spring.” 
Among the shoes highlighted were 
leather spectators for town, late 
afternoon and evening in smooth, 
grained, lustre and suede leathers. 
Also shown were casual moccasins, 
stacked heel walking shoes and 
pumps for formal wear, as well as 
shoes with sculptured leather soles. 

Emcee Garroway wore a pair of 
the new washable white leather 
casuals which will be featured this 
spring and summer. 


Shoes in the Movies—An esti- 
mated movie audience of 14 million 
saw the MGM newsreel release in 
more than 5000 theatres. The same 
newsreel film was released simul- 
taneously to television stations with 
a potential audience of another 13 
million. 
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be conducted by LIA in 1960. Its 
objective: to pre-sell shoes and 
other leather fashion products. 


Ad Campaign Underway — The 
LIA publicity program supplements 
an extensive LIA advertising cam- 
paign in consumer magazines. Most 
of the ads are two-page, full-color 
spreads. 

The first, a spring shoe wardrobe 
ad, appeared in the February 15 
issue of Vogue magazine. “Leather 
Shoes Key the Costume” was its 
theme. It was designed to stimulate 
sales of extra pairs of shoes during 
pre-Easter buying. Shown in the 
LIA ad are the five types of shoes 
for different times of the day that 
make up a well-rounded fashion 
wardrobe. 


Thirty shoe producers are taking 


The third LIA ad, a teenage shoe 
fashion spread, will appear in the 
May issue of Seventeen. This ad 
reflects the activities of a teen- 
ager’s day and sells her on the im- 
portance of a leather shoe ward- 
robe. An editorial layout will fea- 
ture a variety of new leather styles 
favored by Seventeen readers. 

A fourth ad, in the May Esquire, 
will highlight cool, all-leather cas- 
ual shoes that will be popular for 
men for spring and summer. Still 
another advertisement, on men’s 
shoes as a gift, will appear in the 
June issue of Holiday. ‘White 
Leather Shoes for Father’s Day” 
will be the theme of LIA’s fourth 
consecutive men’s shoe gift promo- 
tion. 

A sixth ad, featuring children’s 
shoes for Easter, will appear in the 
April Parents’ Magazine. 
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by FREEMAN 


brilliant colors for fun in the sun! 


Extra sales, extra profits are yours when you feature Bahamas... 
newest Town Squires casuals by Freeman. Bahamas are fashioned 
in soft luxurious leathers, shag and smooth. . . foam-cushioned from 


heel to toe. Priced for volume sales. Prompt in-stock service. 


Bahamas...newest TOWN SQUIRES by Freeman 


Write to FREEMAN SHOE CORPORATION, Beloit, 
Wisconsin for name of your Freeman representative 








= | 
Another season, G another reason 
a 


4 


.. to buy ALLIED KID suede 


cll IRELLE 


From our factory to you and your customers a new suede kid with these advantages 


the ultra round feel of Mirage 


the water repellency and spot resistance of Vodelle 


a short, neat nap 
great crock resistance 
a selection of lined and unlined weights 


a range of thirty fashion colors and black 


Another season, another first by 


STANDARD DIVISION 209 SOUTH STREET Liberty 2-8838 BOSTON 11, MASS. 
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—Everyone talks about summer sales slumps . . . 
but few do anything about it. | 


—Sales Management’s Phil Salisbury obtained the fol- 
lowing tips on beating the summer slump from out- 
standing sales executives throughout the country: 


— Plan well in advance how you are going to over- 
come the summer off-season. Don’t wait until the 
hot weather. Planning must include not only the 
development and production of proper merchan- 
dise; but merchandising plans to excite the retailers 
and through them. . . the consumers. 


— “The same promotional and merchandising plans 
that work in other months will work just as well 
during the summer. 


— ‘With good weather, you can see more people. 


—“Promote one item which lends itself specifically 
to summer sales and it will help carry the rest of 
the line with it. 


—“Extend your season by making summer use more 
enjoyable. 


— “While salesmen may be inclined to relax their 
efforts during the summertime, Mr. and Mrs. Con- 
sumer are really in there pitching. 


—“And if so much buying is being done in the sum- 
mer, with so little selling effort to bring it about, 
it would seem that the summer months would be 
the easiest in which to sell, instead of the hardest.” 


—There is no pat formula for licking summer sales 
slumps. You’ve just got to evaluate your own spe- 
cific needs and find the most effective approach to 
turning summer sales slumps into profitable sum- 
mer sales peaks. 


e. B. Tartans th, 


Publisher 
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PLAY THIS WINNER 
ACROSS THE BOARD... 


JUMPING “JACKS” 


Jumping-Jacks Serrato sizes 121/2-4, B, C, D / ; | 


& 
Bkistol 


Bristols Serrato sizes 41/2-11, A,B, C,D 


Sizes for big brother and kid 
brother, too. In black with 
gored vamp for snug-hug fit . . . 
lightweight pebble crepe sole. 
“The ticket” is #854 for both 
Jumping-Jacks and Bristols. 


VAISEY-BRISTOL SHOE CO. 
Monett, Missouri 











THE QUALITY LEATHER 


Town Brown 


Ohio’s dark brown classic... 
... right for every occasion 


LEATHER co. GIRARD, OHIO 
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Suncharmers 
walk away 
with 

smart 

styling, volume 


and profit ! 


the cool and 
casual footwear 
women want 


WE MAKE BATA SHOES... 
PEOPLE MAKE THEM POPULAR ! 


Bate swe COMPANY INC. Belcamp, Maryland 
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A YEAR-LONG CAMPAIGN — 
YEAR-ROUND VOLUME FOR YOU ON 
WATERPROOF SHOES WITH SYL- MER" 


formerly Sylflex 


FRANK GIFFORD takes the story to your customers, 
in ads like these, scheduled to appear in the 
country’s most influential consumer publications. 





Take it from 


Frank Gifford 


sportsman and star pro halfback : 
ee 


“Waterproof boots with SYL-MER 


Formerly Sylflex 


leather really keep your feet dry!” 


“I've learned a leather boot can’t be waterproof without two things: 
1. SYL-MER* leather for water repellency plus 
free breathing comfort, and 
2. Water-tight construction with all seams sealed 
against leakage.” 

















To be sure your feet stay dry while hunting, or on 
the job, insist on boots with the SYL-MER tag. It’s 
your assurance that the manufacturer has taken 
special care to make the boot truly water- 
proof. It also means leather stays soft and 
flexible even after repeated wettings. 
For name of nearest dealer, plus FREE 
action drawing of Frank Gifford 
suitable for framing, write: 
DOW CORNING CORPORATION 
Dept. 9002, Midland, Mich. 
*T.M. Dow Corning Corporation 
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Sports Sports Field & Outdoor Mechanix Saturday 
illustrated Afield Stream Life Illustrated | Evening Post 


January 

February 1 col. 

March , Ya page 

April 1 col. 

May ‘ Y2 page 

June 

July ; full page 

August 

September ‘ full page jr. page 
October , jr. page 
November 3 full page 


December 


WHAT A SCHEDULE! 24 insertions, nearly 27 million impressions, February through November, 1960 


FREE! ACTION DRAWING OF NEW SHOE-FLEXING DISPLAY WATERPROOF 


FRANK GIFFORD Visible proof-in-advance for your 
identifies you with customers that waterproof shoes 


the national campaign with Syl-mer really keep feet dry. 


REMEMBER - Frank Gifford will be telling your customers — there’s 
only one way to make a waterproof leather shoe: 


1. With Syl-mer leather for water 2. Water-tight construction 
repellency plus free-breathing with all seams 
comfort, lasting softness sealed against leakage. 


and flexibility; and 


PLAN TO BE IN AT THE KICK-OFF! See any of these manufacturers NOW 
for waterproof shoes and boots with Syl-mer, identified by the Syl-mer hangtag: 


H. H. BROWN SHOE CO. GENESCO @ heathen deated 
COLT MANUFACTURING CO. INTERNATIONAL SHOE CO. ’ 
DUNHAM BROTHERS CO. RANGER BOOT & SHOE MFG. CO. 
ENDICOTT-JOHNSON CORP. 





or write: DOW CORNING CORPORATION, MIDLAND, MICHIGAN 
a Gow Corning Silicone 
@ Keeps water out 


° - @ Manes shoes more — 
comtortabie to waar 








*T. M. Dow Corning Corporation 
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one of the “elegant Fotis So a eee feet.” 

A daintily adorned unlined pump with ultra-pointed 
toe and 24/8 heel. Done in HUBSCHMAN S CALF 
#3308 Bone Lumina, accented with regular Bone . 


available, too, in all Hubschman fashion colours... 


by Caprini Shoe Company, Philadelphia 34, 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23 
Fashion Office: 261 Fifth Avenue, New York 1 
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IS SUPERIOR FASHION! 
IS VALUE! 
SELLS SHOES! 


Leather Industries Pre-sells 


eb lA. . 


“/ 


sem x 35a 
(tse mag ate 


for FASHION... QUALITY «+» COMFORT 
Only leather shoes offer so much fashion in a wide variety POSNER SHOE: 
of colors, textures and styles ...s0 much sturdy support, protection on. 3 


and long lasting comfort for young active feet. FLEET-AIR 


For Sunday best, for school, for play, Leather— both uppers and soles— ” 
GERBERICH BOYS’ SHOES 


gives your youngsters the quality you seek, the value you expect. 
see page 00 


Rely on your experienced shoe retailer to correctly fit your child JUMPING-JACKS 
with leather shoes that are right for every activity. 


CHILDREN'S BUREAU — LEATHER INDUSTRIES OF AMERICA 


APPEARING IN APRIL PARENTS’ MAGAZINE 


This double-page spread will appear in the April issue of Parents’ Magazine. 
It will bring home to mothers in the U.S. and Canada the value, quality and 
fashion appeal of all-leather shoes for children. 


LIA will support this promotion with: 


1. A national publicity campaign which will include stories and 
feature columns on children’s shoes in your local newspapers. 


2, Dramatic display material that will help bring customers into 
your store-and sell them! 


This mark of quality shoes will be appearing in the Write for your free merchandising package to: 


national advertisements of leading manufacturers | LEATHER INDUSTR IES of AMERICA 


of children’s shoes. Mats of this symbol-for inclu- 
sion in your retail ads-can be obtained from LIA. 411 Fifth Avenue, New York 16, N.Y. 





NOW...A SIMPLIFIED CONSOLE PULLER 
FOR SHOES LIKE THESE 


e Fewer Controls 

e Lower Cost 

e Easier Operation 
e Higher Production 





The United. Pulling Over Machine — Model C — 
presents a new concept of pulling over in a three 
pincer console type machine for flatties, loafers, 
moccasins, ballerinas, and slippers. If your shoes fall 
within this classification, the Model C Puller offers 
operating and production advantages at a low 
machine cost. For further information call your 

local United office. 


_ 8 ~ , snlied 


UNI TEO SHOE MACHINERVY CORPORATION 
~ BOSTON, MASSACHUSETTS 
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is smart, soft 
and 
shape-holding 


Ls ee 


SHOES BY 


otjam— LTd. 


STYLE 


Avenue 


Controlled sain 


* Evans Glace Brogandi 
COLORS 
- Black 
carlet — 2510 
St.18 51 Nutwood — 2802 

Flight Blue — 2512 
TRIM 

Self bands, fringed ends, 


4 a ontrasti itching 
Glace Brogandi a Stes 
to 1l, to 


Avenue’s design takes full advantage of the beauty pater rh a se crm 


and substance of Glacé Brogandi. 524 Broadway, New York 12, N. Y. 


* 
* 


€ 


Only when you can be sure that every piece of leather 
used in making up such a design will match every other 
piece used in quality and appearance can you rely so 
completely on the leather to make it a success. 


Wolsam, Ltd. knows from experience that 
Quality Controlled Evans Leathers may always 
be relied upon for uniformity of quality, color and grade. 


vANS 
«ev #6 


‘g Qualit 5 
: controll -} for Uniform Quality 


e 


% 
a 


Standardize on EVANS LEATHERS 


JOHN R. EVANS & COMPANY, caMDEN, NEW JERSEY 1857— 1960 
The House of Uniform Quality Leathers 
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the one that tells ’em.... 





They’re big men in a $4,000,000,000 market! They’re the men 
at the fitting stools, the shoe retailers, who ultimately affect every 
purchasing decision. Directly and indirectly, they influence what 
it buys, what it makes, and what it sells. They need know-how, 
know-where and know-what, and they find it in the RECORDER. 
It’s their bi-monthly sales conference. To establish and maintain 
your position in the industry, you need the one magazine they 
look to and believe in. 
——- vay | | 


send for reprints to PEOPLE Industr 
Boot & Shoe Recorder, ee BUY Facts aa 


Philadelphia 39, Pa. SHOES Figures 
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1088, 190%: GEVIEW AND FORECAST Jemwary |, 1089 


aC 50 or THe er 


is the one that sells "em 


READERSHIP — Leads its nearest IMPRESSION — Exposure time 
competitor by 94% according to National for each issue is longer by months 
Analysts, Inc. survey, which shows than any competitive publication. 





average of 3 readers per copy. 


VITALITY — 43,000 reprint requests in IMPACT — Superior quality and clarity 
ten months — and the highest subscription of reproduction plus full color availability, 


renewal rate in the trade — 74.74%. provide maximum visual power. 


Recorder 


A CHILTON © PUBLICATION 
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HUNTING 
BOOTS 


Cp 


—- > 


ee 
res 


FOOTBALL 
SHOES 


YT the country over are lac- 
OT, 3 ing their moccasins with 
BETTER-THAN-RAWHIDE DAWHIDE ‘‘better- 
ata E Usa a hice (errawhide” impreg: 


nated fabric laces. 


<a oy Better manufacturers 
| 


. » ARE TOUGH .. LONG WEARING .. 
UNIFORM IN SIZE .. WATER REPELLENT 
. . LACE SMOOTHLY. . DO NOT STRETCH 


—- DAWHIDE is stronger and wears longer 
WINTER SPORT than rawhide. It is the ideal lace for active 
sports footwear and rugged work shoes. 

DAWHIDE Laces DAWHIDE is a tough non-slipping, non- 


add a smart style 
touch to rugged out- _ Slip-knotting fabric lace that has been 


lo : 3 . 
door footwear. chemically treated and scientifically im- 
pregnated to make it water repellent and 
MOCCASINS non-freezing. It is available in several colors 


and sizes, in cut lengths or on spools. 


Samples and prices on request THOMAS TAYLOR & SONS 


COPR. 1960 THOMAS TAYLOR & SONS HUDSON. MASSACHUSETTS 
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© Senate-House Economic Committee recommends continua- 
tion of the government’s long-range tariff reduction. 


@Small-business backed Herlong-Baker tax bill 
is getting strong support in Congress. Would 
eut rates to a maximum of 47 per cent. 


© Americans are marrying younger and the buy- 
ing power of young customers is rising faster 
than that of any other group. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





An influential committee of the Congress demands that tariff reduction 
proceed on schedule. It warns against proposals raised by individual con- 
gressmen and by businessmen for calling a halt to the progressive whittling- 
away of import duties. 

The committee (Senate-House Economic Committee, headed by Sen. Paul 
Douglas, Illinois Democrat) recommends a steady continuation of the gov- 
ernment’s long-range tariff-reduction program. 

The U. S. should strive to bring about unrestricted trade among all na- 
tions, the committee recommends, and should not consider either increased 
tariffs or quotas as solutions to domestic problems. 

The committee views are of timely importance. In January, 1961, repre- 
sentatives of the U. S. government will begin formal bargaining with officials 
of other nations on new tariff cuts. It is believed that the U. S. representa- 
tives will agree to cutting U. S. rates as much as the law allows if other na- 
tions will agree to remove some of their restrictions against imports from 
the U. S. 


Strong support is building up in Congress for the small business-backed 
Herlong-Baker tax bill. 

The measure, H. R. 3000, would raise the national income, provide a high 
level of employment, and help insure price stability, backers say. 

This proposal has been introduced in Congress for several years, but no 
action has been taken. It would cut both personal and corporate tax rates 
to a maximum of 47 per cent. This compares with a top of 91 and 52 per 
cent, respectively, now. 

The measure would also correct other provisions of the tax laws which 
either hinder growth of small firms, or in some cases actively injure small, 
struggling business ventures. Among these are easier inheritance tax rules 
and higher tax depreciation on business property, equipment and fixtures. 

The drive for the Herlong-Baker bill coincides with a House Ways and 
Means Committee study of the entire tax system. This is the time for busi- 
nessmen to actively support tax revision. A strong grassroots campaign 
could make the difference. 


Dealers should aim more and more for young adult customers, govern- 
ment distribution experts say. 

The reasons: Buying power of younger customers is rising faster than 
any other group, and their interests are shifting toward more serious pur- 
chases. 

Americans are marrying younger, the government reports. Now, the 
median age for marriage by men is only 22 years. This means that half of 
all men marry older, but half also marry younger. 

Sixty years ago, the median age for men was 26 years. Twenty years ago, 
it was 24. 

This means that the new householder, or even homeowner, now is younger 
than in the past. Selections by these couples will be a little different from 
what those of older couples would be, the experts point out. 
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@ Nevada, Florida and Arizona are growing 
faster than any other states. California is in- 
creasing most in numbers of people. 


Report from 
@The trend toward the suburbs and shopping 


Ww ASHINGTON centers will continue, not slow down, experi- 


enced real estate developer predicts. 





Consider this younger marriage trend in your store, inventory, and pro- 
motion planning. Remember that starting wages in almost all lines are still 
rising. Keep in mind too that these customers are probably more price 
conscious than older persons. 


The fast-growing areas of the U. S. are Nevada, Florida, and Arizona. 
Each of these states enjoyed a population increase of more than 50 per cent 
from 1950 to 1958, according to the U. S. Census Bureau. 

Merchants establishing independent stores or chain units in these states 
are riding a boom market. What’s more, the rapid growth of these states 
shows every sign of continuing for some time to come. 

In terms of numbers of people, California is enjoying the greatest 
increase. 


Trend toward the suburbs and shopping centers is to continue, not slow 
down, an experienced real estate developer predicts. 

James B. Douglas, Seattle land executive, offers these reasons: 

Young families continue to prefer suburban living; most of them have 
good incomes; more freeways and two-car families make it easy to get to 
and from shopping centers; parking is no problem, as it often is downtown. 

But shopping center operators still have a lot to learn, Mr. Douglas warns. 
He says flatly that very few shopping centers are earning an adequate re- 
turn on investment. This is due to high insurance, high taxes, unsound 
lease deals, and tenants who lack magnetism for customers. Also, shopping 
center builders must learn to build less elaborately. Sales volume cannot 
justify some of the architectural “frosting on the cake” of recent years, 
he observes. 

His advice to merchants: Try to get in a shopping center that has a com- 
plete assortment of trades and services as tenants. Banks and post offices 
are especially good magnets, he has found. Be sure there is plenty of park- 
ing, and that any expansion of facilities does not take place at the expense 
of parking spaces. 


Despite the strong surge of robust business health that’s to extend 
throughout 1960, there are two soft spots: Home building, farm income. 
Watch these weaknesses in your planning. Five or six years from now, 
however, home construction is to begin another sharp upward climb. 


President Eisenhower is planning to recommend sweeping tax revisions 
late in 1960. Depreciation reform will be included. Both Ike and the leaders 
in the Congress have agreed to skip tax-cuts until after the November elec- 
tions, so as to avoid temptation to make irresponsible cuts. But a year of 
good business, high revenues, and a tidy surplus will clear the way to mean- 
ingful relief in 1961. 


Public confidence in businessmen is set back with each new report of 
payola or questionable practice, the head of the U. S. Chamber of Commerce 
warns. 

His solution: Management must strengthen its own moral sense. In so 
doing it will restore the public’s confidence. “Strive for decency, honor, and 
integrity,” urges President Erwin D. Canham. 

He warns bluntly that a “new center of infection of the anti-business virus 
may be slowly building up” as a result of exposures of payoffs and trickery 

(CONTINUED ON PAGE 54) 
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New PARACRIL” OZO-—the sole material that outwears all 
others 2 to |—has introduced a whole new concept of shoe-selling 
- possibilities. 
Revolutionary new Consider @ dress shoes that never need resoling @ work shoes that 
am are unharmed by oils, gasoline, most chemicals— more abrasion- 
ru bber sole mate rial resistant than ever before © sport shoes with extra thin soles that 
are close to weightless, yet wear as long as standard soles @ out- 
ial H door shoes that wear as well on the roughest terrain as conven- 
offe rs new shoe selling tional soles on sidewalks @ slippers and moccasins with soles that 
of efense are long wearing, yet so thin they can be nearly as flexible as the 
possibilities foot itself. 

All of these intriguing possibilities and many more, are based on 
the use-proven fact that soles and heels of PARACRIL OZO are 
far tougher than any have been before. Find out more about 
PARACRIL OZO and the shoe-selling extras this extraordinary new 

material offers you. 


Naugatuck Chemical 


Division of United States Rubber Company Po gia aaa 


~ 
Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexpert, W.Y. 
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THE HOTTEST PROMOTION FOR TEENS & PRE-TEENS! 


Dick Clark AMERICAN BANDSTAND SHOES 


... now making retail selling history! 


Suggested and approved by the teenagers of America, these sleek, sturdy, smartly styled shoes are 
winning popularity polls in school and on the dance floor. Actually two shoe designs in one — the 
kilt on vamp slides off to give entirely different look. Soft, smooth suede with cushiony ripple soles 
... available in Misses and Senior Miss in six eye-catching colors. Besides those on the order chart 
there are Vicuna and Loden Green. Priced for quick, profitable turnover! 
These shoes are advertised on many local TV stations during the Dick Clark American Bandstand Show, 
and are promoted nationally in Seventeen magazine 


MISSES SENIOR miSS 
Black Grey Black Grey White/Black | White/Red 


See for yourself how fast s) c/o a] c/o] pajajey clas] ajo jclanjaye clan) a9) ¢ 
these shoes move in your store 
...Place a minimum order 
today for 1 case (36 pairs) 


1 
MEDIC SHOE MANUFACTURERS, INC. + 1212 WOOD ST., PHILADELPHIA 7, PA. 
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by JOHN REILLY 


Editorial 





Maximum Exposure 


F the many pressures at work in modern mer- 

chandising none is more determined than manu- 

facturers’ demands for more exposure of their 
products. We see it in the way soap manufacturers 
allow detergents and soap powders bearing identical 
brand names to slug it out for the consumers’ attention 
and dollars on the supermarket shelves. There is fur- 
ther evidence of it in the way tobacco manufacturers 
sell new filter tip cigarettes against their own heavily 
advertised and strongly entrenched brands. 

This pressure for exposure has come more slowly to 
shoe merchandising. And yet it is now definitely with 
us. Thirty years ago, “Get a strong brand and stick 
with it,” was the precept of the industry. Manufac- 
turers and retailers followed it religiously. Great gen- 
eral line factories were built on this maxim. Strong 
retail businesses were founded and flourished by prac- 
ticing it. 

The Battle for Exposure 


About a quarter of a century ago, some general line 
manufacturers started to turn their attention to special- 
ty branded lines. The larger manufacturers bought up 
smaller companies, gathered in their brands and con- 
centrated extensive advertising and promotion behind 
them. Expanding sales called for more productive 
capacity and, as the years went by, greater productive 
capacity made necessary new- brand names. Then manu- 
facturers found they needed more outlets for those 
brands. The battle for exposure had come to the shoe 
industry! The pace has been fast and furious and 
today some of the larger companies control hundreds of 
brands. Some of them intensively advertise and pro- 
mote as many as 30 or 40 trade marks. 

In more recent years this pressure for more exposure 
of their brands by manufacturers caused a breaking 
down of the traditional one brand store. Retailers, too, 
have learned that most customers like to have “a 
chance for a choice” and some stores actively promote 
several competing brands. More of this kind of thing 
seems to be inevitable. 

Several years ago some of the medium sized and 
smaller manufacturers awakened to the necessity for 
more exposure of their brands to the consumers’ eyes 
and pocketbooks. Following the example of the larger 
companies, several have bought established brand names 
from manufacturers who have liquidated in recent 
years. They have rejuvenated them and are promoting 
them successfully along with their own trade marks. 
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Some have used these acquisitions as a nucleus and 
have expanded their lines, creating and naming new 
brands to go with them. Such expansions have enabled 
these manufacturers to open new accounts in a trading 
area and to place a second branded line with existing 
accounts. 


An Example 


This type of expansion has been particularly true in 
the women’s specialty field. One St. Louis manufacturer 
of a nationally advertised brand, whose production had 
been declining rapidly, acquired a branded line of fea- 
ture shoes whose popularity was on the wane. Then to 
these two brands he added a third and promoted the 
trio vigorously. In one short year, he picked up all the 
pairage he had lost in recent years and was able to 
add new pairage well in excess of the pairage he had 
won back. This was possible simply because the manu- 
facturer was able to open two new accounts to a town. 

But some shoe retailers, accustomed to enjoying ex- 
clusive franchises, often look with extreme disfavor on 
any attempt by their resources to take on additional 
outlets in their trading areas. In those cases where new 
outlets are given different shoes and another brand 
name, this attitude has little or no justification. When 
a resource suggests the necessity for opening a new 
account, the retailer’s first move should be to ask, 
“Why”? Then he should analyze carefully the type of 
job he is doing. If it is an exceptionally good job, the 
retailer is in an excellent position to argue the point. 
If the job he is doing is as good as he thinks it is, the 
odds of winning that argument with his resources are 
in his favor. If it is not, he, the retailer, should find out 
why. Is the failure the fault of the line he is selling? 
Then the time has come to look for a better line. Is it 
the fault of the retailer, and the way he is promoting 
the line? If it is, that is the time to get his house in 
order. 

The kind of job you are doing now can mean the 
very survival of your resource in the competitive years 
ahead. Certainly this is true if the kind of job you are 
doing is typical of most of his accounts! You cannot 
blame the manufacturer for protecting the future of 
his business. 

Many merchants fail to recognize the broadest po- 
tentials of the lines they sell. There are hundreds of 
towns in America that can support two or more outlets 
for a strong, well-advertised and vigorously merchan- 

(CONTINUED ON PAGE 54) 
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if other shoe makers 


could equal 


Heydays advantages, 
they would! 


Emerald 
Stocked in Black Hornback 


with Grey Conga Gems; 
Salmon Beige Hornback 
with Multi-colored Gems; 
Fresh Ostrich with 

Black Gems 


HEYDAYS SHOES INC. © 2032 LOCUST STREET © SAINT LOUIS 3, MISSOURI 
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Voice of the ‘Trade 


“For spring 1960 both casual sales 
and the sales of summer footwear 
should play an important part in in- 
creasing men’s shoe business,” says 
F. E. RYAN, vice-president of Bates 
Shoe Company. “Stocks of seasonal 


shoes at both retail and wholesale level 


are lower than they’ve been for many 
years. Summer favorites such as the 
woven shoe have a newness that will 
attract more customers. Two-tones 
will undoubtedly become more impor- 
tant because of new. white leathers 
that are washable, wipeable.” 
* *% * 

“Let’s face it. The customer isn’t al- 
ways right,” says HARRY SALL, co- 
owner of The Walking Shoe in Bing- 
hamton, New York. “Modern business 
has been reared on the theory that 
the customer can do no wrong and 
that her most unreasonable demand 
must be met lest her business be lost. 
“In the case of a department store, 
it is clearly to the store’s advantage 
to make an adjustment cheerfully and 
hope that the complaining customer 
will continue to patronize other de- 
partments, even though her shoe busi- 
ness may be unprofitable. 

“But the independent shoe retailer is 
in a slightly different position in han- 
dling adjustments. All he has to sell 
is shoes and related merchandise. If 
the customer turns out to be a chiseler 
or a crank, the store would be better 
off without such business. 

“We keep a card record of every sale 
and note any comment customers make 


about shoes they have bought else- 
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where; also if the transaction was at 
sale price. In case of complaints, later 
on, we refer to the card for clues as 
to how the adjustment should be han- 
died. It has been our experience that 
persons making unjust complaints tend 
to be repeaters once they find they 
can get away with it. We are willing 
to go to any reasonable lengths to 
please customers and retain their good 
will. But when a customer becomes a 
chronic complainer or makes repeated 
requests for new shoes in place of 
supposedly defective ones, we politely 
suggest that she buy her shoes else- 
where.” 


* 


A philosophical approach to the con- 
sumer. That’s more than just a cliché 
to FRANZ RICHEY of Washington, 
D. C. He displays his philosophy 
(chalked on a blackboard) along with 
shoes in his shop window on 15th 
Street, about a block from the White 
House. Passersby can read such pithy 
messages as: “The man who rows the 
boat seldom has time to rock it.” 
Franz Richey conceived the idea of 
imparting sidewalk philosophy to po- 
tential customers and the world at 
large, about five years ago. He started 
the venture by investing 25 cents in a 
pocket-sized book of quotations, in- 
cluding such gems as “The less men 
think, the more they talk.” In no time 
at all, he found that strangers started 
to drop into the store to quote their 
own favorite maxims and axioms. 
Some even bought shoes. 

He soon acquired so many acceptable 
contributions that he was able to put 
away the quotation book and depend 
entirely on volunteers. Even changing 
the blackboard message every week, 
he has enough entries to last for two 
years. 

Harry Van Pelt, store manager, helps 
Richey select the philosophy of the 
week . . . such gems as: “Dignity is 
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one thing that cannot be preserved in 
alcohol.” “A man completely wrapped 
up in himself makes a small package.” 
“Fun is like life insurance. The older 
you get, the more it costs.” 
* * % 

“In the years ahead, companies which 
plan new products, with new con- 
sumer benefits as the starting point, 
will forge way ahead of the factory- 
oriented producers in the competitive 
race.” That is the prediction of GREY 
ADVERTISING AGENCY. “Nor need 
consumer orientation be confined to 
new products which create new de- 
sires,” they continue. “Products which 
cater to existing consumer wants in 
a new way, and products which have 
a fresh appeal because of new pack- 
aging or added convenience will also 
fare well in competition. 

“In the 
wants, tastes and attitudes will take a 


years ahead, consumers’ 


commanding role and be less sub- 


servient to the laboratory in new prod- 
uct development. Managements which 
persist in thinking first of ‘what is 
easiest for us to make’ instead of 
‘what will our customers want’ will be 
submerged by the new product flood.” 
ae * * 
This would come under the caption: 
“The kind of customer I enjoy wait- 
ing on.” And it would probably re- 
flect the thinking of many children’s 
shoe retailers: 
“The customer who knows what she 
wants. One who that her 
child requires more than just A shoe 
... A school shoe ... A dress shoe 
. A slipper. One who feels that a 


realizes 
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child, just as an adult, needs an in- 
between shoe. Not one that is a sub- 
stitute for dress or school but one that 
can be worn for a change for either. 
“A sturdy school shoe is certainly a 
must; and the dress shoe is important 
too. But I believe that if a child has 
six dresses, plus play clothes and party 
clothes, she needs an in-between shoe 
that can be worn when a dressy shoe 
is too much and the school outfit calls 
for a change.” 

As DAVE WOLFER of Kara-Vel, 
says: “I only wish more mothers real- 
ized the importance of getting away 
from this oneness in children’s shoes.” 


* as * 


JOHN LEASCA, owner of the Cargill 
Shoe Store in Putnum, Conn., passes 
along an idea that has worked for him 
very successfully. It can do the same 
for other small-town merchants who 
want to make their advertising dollars 
go further. 

“My problem,” he said, “is that of a 
small store in a small town with lim- 
ited potential but with plenty of com- 
petition. With this set-up, a new cus- 
tomer is significantly important but 
difficult to obtain. Advertising in the 
small weekly newspaper never seemed 
to produce many new customers. How- 
ever, two years ago, | took space in a 
new SHOPPER’S GUIDE—merely for 
the sake of going along with the 
To my surprise, this 
medium has been more effective than 
any other form of advertising. It is 


new. service. 


a reasonable expenditure and I now 
use it regularly. It pays off because 
the Shopper's Guide seems to be 
kept in the home for a longer period 
of time and it is read and reread 
many, many times.” 


“See that little girl over there. We've 
been waiting on her since she was a 
baby,” says T. J. NEWKIRK, owner 
of Newkirk Shoes—one of the most 
successful corrective shoe operations 
in Houston Texas. The little girl was 
beautiful . . . about five years old; and 
she wore a brace on one leg. 

“I’ve been in the business for 25 
years,” continued Mr. Newkirk, “and 
in that time I’ve watched thousands of 
children grow up and progress. The 
little crippled children are the sweet- 
est and most appreciative children.” 
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by ESTELLE G. ANDERSON 





BEVERLY SCHNECK 


HEY just tossed her into the pond and told her that she was on 

her own. It was a case of swim or sink. Naturally, self-preserva- 

tion would be the first consideration. Beyond that was the chal- 
lenge, not only to keep head and shoulders above the water but to 
make a creditable showing. As she became more familiar with her 
surroundings, she had time to look about her. She figured she had two 
counts in her favor: One, she had complete confidence and faith in 
the man responsible for the “toss.” Second, she had more than a rudi- 
mentary knowledge of the basic principles involved in coming out on 
top. 

The analogy is pertinent. Beverly Schneck had been with Stern’s in 
New York City for about four years. She had moved along the more- 
or-less prescribed department store path. Started in the women’s 
ready-to-wear department, where she sold dresses for about a year. 
At that point, she was made assistant buyer in the junior sportswear 
department. Followed an eight or ten month stint in misses’ and 
women’s better suits. Then on to junior sportswear buyer. 

It was at this level, four years after her initiation at Stern’s, that 
she was called into the general merchandise manager’s office. He told 
her the shoe buyer was leaving; and he wanted her to take over the 
department. She couldn’t have been more surprised. What’s more, she 
would probably have been more pleased if it had been pots and pans 
or housewares; because she definitely had no love for the shoe business. 

Although her intuition told her she was making a mistake, she 
accepted the position. She had faith and confidence in her boss. 
Couldn’t let him down. Then, too, he reasoned that it made good sense. 
The shoe department had never had a woman buyer. Since women’s 
shoes were entailed, it would be more logical to have a woman head 
the department, restrain and hold the respect of the twenty-five clerks 
and personnel. The potentials seemed excellent. If she wanted to 
stay in merchandising, she had no alternative. She had to move along 
when the opportunity presented itself. 

“Basically, the principles of buying for department stores remain 
the same,” says Beverly Schneck. “The elements of sound merchandis- 

(CONTINUED ON PAGE 54) 
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Turkish Toe C 


At last something new and different in a men’s casual .. . it’s 
“Sabres” by Marpat Shoes Inc. Designed for out-of-doors liv- 
ing and indoor leisure lounging, it’s detailed in five-ounce glove 
tanned leather in a rich natural deer color. The pattern is unique, 
a combination of a sweep line apron extending from tongue top to 
toe tip and a curved line raglan three eyelet lace stay. This slightly 
squared toe is of Turkish inspiration. A new construction makes 
“Sabres” extremely soft and flexible. Definitely an extra pair sale 
item. RIPPLE Soles provide the dramatic finishing touch. 
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When It’s June 


White luster d’Orsay pump, 
multicolor jewel trimming 
on vamp. Andrew Geller. 


Rhinestone - studded mule, 
rich multicolor fabric. (Two 
views.) Mackey-Starr. 


Bone calf sling, Skocking 
Pink sock lining. D’ Antonio. 


ing,” says one leading high style 

shoe buyer. If this is generally 
true—as we think it is—where have Mrs. 
and Miss Consumer’s impulses been lead- 
ing them these past weeks? 


RR ine” BUYING is impulse buy- 


To a great deal of interest, we find, in 
color and multicolor combinations—pastel 
and brilliant colors and white—in leathers 
and fabric prints—flowers, stripes, checks 
and dots. Luster and suede are very much 
liked for colorful leather shoes. Newest 
idea of all is the dyeable suedes, matched 
to costume. Note fine grains in white. 

White in its own right is liked in calf, 
luster and suede. It is bought combined 
with black patent, with red and blue and 
sometimes with red and green, echoing 


Unlined square toe specta- 
tor, square back stacked 
heel. (Two views.) Fox. 





Drawings by ELLY NORDEN 


White calf mule combined 
with brilliant imported silk 
print for contrast. Jerro. 
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Oval toe bow pump, con- 
trasting stitching, medium 
heel. Margaret Jerrold. 


poet Z Ys 
by a Te — 
Hien wee oe 
trends in clothes. In all-over white, it 
gains surface interest from perforations 
and decorative stitching. For the very 
light, almost colorless shoe, Bone is selling, 
but not everywhere. Natural color straw— 
as well as pastel shades and white—and ~~ Pastel straw spectator, per- 
: forated leather overlay. Pan 

natural shantung are liked but are not / American Modes, Caressa 
taking first place. 

If “resort buying is impulse buying,” the 
impulses all point to gaiety and novelty: 
opened-up sandals from very high heels 
right down to flats; thongs; slings; d’Orsays; 
multicolors; colorful prints; straws; 
vinyls; gold and silver; brocades; wedge 
heels. 

Looking at the Florida scene, from the 
point of view of apparel trends, prints are 
very popular. So is white and so are the 
pastels in linen, hand appliques and em- 
broidered linens. 


W hat is the Lady Consumer buying in Southern Re- 
sort departments? What Summer 1960 trends are 


developing in her current purchases for the South? 


Pink denim, rubber-soled 

one-eyelet tie, special Amer- 

icana print sock lining. 
Oomphies, Cloudhopper. 
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Big Shoe Producers Show 


The 70 largest manufacturers showed a gain of 13.9 per cent in dollar 
sales and 8.9 in pairage—over 57 per cent of the total industry increase. 


HE nation’s 70 largest shoe 

manufacturing firms came 

through 1959 with handsome 
gains. The 70 firms combined 
showed an average gain of 8.9 per 
cent in pairage output, and a 13.9 
per cent rise in dollar sales. It 
was one of the largest increases 
experienced by the leading shoe 
producers in many years. 


conducted. A large share of the 
companies and their annual pro- 
duction and sales figures, are listed 
here for the first time. 


The Production Picture 
The RECORDER listing of produc- 
tion and companies includes shoes 
only—exclusive of slippers, rubber, 
fabric or plastic footwear. 





Of the country’s 900 shoe manu- 
facturing firms, the top 70 firms in 
1959 represented 54.3 per cent of 
the industry’s total shoe output for 
the year. 

The shoe manufacturing industry 
as a whole showed a gain of 49,- 
100,000 pairs in 1959, as against 
i958. This amounted to an increase 
of 8.5 per cent. The top 70 firms 
had an 8.9 per cent rise, a shade 
better than the industry as a whole. 
However, these 70 firms accounted 
for an increase of over 28 million 
pairs. This accounts for over 57 
per cent of the total increased out- 
put (49 million pairs) by the indus- 


The Recorver presents this study 
as the most extensive and compre- 
hensive listing of company pairage 
production and dollar sales ever com- 
piled and published in the shoe 
industry. Since the author originated 
this annual study seven years ago, 
the list has grown from 10 to 70 
firms, and now, in terms of company 
size ratings, comprises a “Who's 
Who” in the industry. These 70 
shoe manufacturing firms, though 
representing only 8 per cent of the 
industry's total of 900 companies, ac- 
count for 54 per cent of the industry's 
total production, and nearly $2 bil- 
lion in sales. Many of these company 
figures are published here for the 
first time. 





try as a whole. 

The dollar sales gain of nearly 
14 per cent by the top 70 firms com- 
prises one of the best increases in 
many years. 

The extensive BooT AND SHOE 
RECORDER study, which was_ ex- 
panded from a previous high of 30 
firms to an unprecedented list of 
70 companies, is the most compre- 
hensive project of its kind ever 


HOW THE "BIG 70" 
—— 
PAIRS PRODUCED | 


1959 
Top 5 Companies ... 140,534,552! 154,187,829 
Top 10 Companies. .| 173,229,036) 189,631,072 
Top 20 Companies. .| 215,573,182) 235,660,131 
Top 30 Companies. | 242,319,862) 263,925,987 
Top 40 Companies . | 264,710,815) 287,886,903 

- .| 301,039,760) 327,207,319 


COMPANY 
GROUPING 


1958 


eee 
| 
| 


Top 50 Companies . .| 284,568,081) 309,010,794 
Top 60 Companies 
Top 70 Companies. .| 314,375,760) 342,458,319 


To qualify for a production list- 
ing “rating” among the top 70 firms 
requires a minimum pairage out- 
put of 1.4 million. To qualify for 
the first five requires an output of 
over 11 million pairs; for the first 
10, over six million pairs; for the 
first 20, over three million pairs; 
for the first 30, over 2.5 million 
pairs. Positions 31 to 70 on the 
list show an output per company 


SHOE MANUFACTURING FIRMS FARED IN 1959 


by BILL ROSSI 


ranging between 2.5 and 1.5 million 
pairs. The RECORDER estimates that 
there are probably only about 100 
shoe manufacturing firms out of a 
total of 900 that make over 
1,000,000 pairs of shoes a year. 

However, company’ evaluation 
cannot be made on the basis of 
amount of output. Many companies 
produce specialized types of shoes 
with limited markets and produc- 
tion, yet are highly successful. 
Other companies prefer to deliber- 
ately hold bulk production down in 
order to specialize in less competi- 
tive areas, improve quality, cut 
costs and increase profits. Success 
and size aren’t necessarily synony- 
mous. 

The biggest pairage gain (5,- 
230,000) was shown by Interna- 
tional Shoe—an excellent comeback 
from the 4,654,000 pair loss of 1958. 
The top five producers all showed 
substantial pairage gains. 

While the Big Five showed cred- 
itable gains in percentage of pair- 
age increase, ranging from 8.2 to 
12.5 per cent, a number of the 
smaller firms among the top 70 
came through with whopping per- 
centages of pairage rise. Both Jo- 
Gal and Sham-O-Kin came through 
with gains of 36.7 per cent. Other 
large increases: Robbie Shoe Corp. 
(383%); Evy Footwear (26.5%); 
Moran Shoe Co. (20%); Bay-Bee 
Shoe Co. (21%); Laconia Shoe Co. 





% SHARE | 
OF TOTAL | 
SHOE 


~ OF 


% 
PAIRAGE | PAIRAGE 


DOLLAR SALES 


| DOLLAR 
| SALES 





PRODUC- | 
TION | 


CHANGE 
1958-59 


CHANGE 
1958-59 


1958 


] CHANGE 
1959 1958-59 











24.4 
30.0 
37.3 
41.8 
45.6 
48.9 
51.8 
54.3 


13,653,277, 
16,402,036, 
20,086,949) 
21,606,125 
23,176,088 
24,442,713 
26,167,559 
28,082,559 

{ 


$ 





CoMmMoMmwnowoe 
CSNOOONCS 


| cs 
,055,497| $1,099,430,277! $155,374,780 


19| 1,267,645,914 
| 1,447,576,214| 

| 1,568,343,622| 

| 1,657,175,479 

| 1,724,586,976 
1,773,096,976| 
1,806,952,471 | 


168,585,995 
183,570,586 
196,672,157 
202,755,906 
209,818,627 
215,702,627 
220,102,676 
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Impressive Gains 


(30.8%); Sport Specialty Shoemak- 
ers (25.4%); Mid-States Shoe Co. 
(16%). 

Of the leading 70 firms, only five 
showed a pairage drop for 1959. 
Importantly, however, a drop in 
pairage, or a very low increase in 
output, isn’t to be automatically 
construed as meaning a decline in 
sales. These may be due to such 
factors as a prolonged strike; or a 
plant changeover; or a shift in 
types of lines produced; or a delib- 
erate reduction in certain types of 
shoes or lines to concentrate on de- 
veloping others. These and other 
“causes” were uncovered during 
the RECORDER study. 

Almost all of the top 70 compa- 
nies held their “rating” positions 
from 1958 to 1959. In most cases 
the change varied only one or two 
positions. Importantly, among the 
top 10, Evy Footwear jumped from 
8th position in 1958 to 6th in 1959. 

In pairage output for 1959, the 
Big Five (International, Endicott 
Johnson, Brown, Genesco, and Shoe 
Corp. of America) showed a com- 
bined increase of 9.9 per cent— 
better than the average for the top 
70 (8.9%), and better than the in- 
dustry over-all (8.5%). Biggest 
gain was by Shoe Corp. of America 
(12.5%), followed by International 
(11.38%). 

The Big Five showed a combined 
increase of 13,653,277 pairs. This 
represents 48 per cent of the pair- 
age increase shown by the top 70 
firms combined. And it accounts 
for 28 per cent of the pairage in- 
crease shown by the entire shoe 
industry during 1959. 

Interestingly, the total pairage 
of the Big Five (154,188,000) was 
equal to the total pairage of the 
next 43 companies combined. 

The Big Five’s share of the in- 
dustry’s total output remained vir- 
tually unchanged: 24.4 per cent in 
1959, as against 24.3 per cent in 
1958. 

The top 10 firms showed a com- 
bined pairage increase of 9.5 per 
cent, amounting to 16,402,036 pairs. 
This accounted for exactly one- 
third of the entire industry’s pro- 
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duction increase in 1959. 

The total pairage of the Big Ten 
(189,631,000 pairs) amounted to 
more than the combined pairage of 
the next 60 largest shoe manufac- 
turing firms. 

The Big Ten’s share of the in- 
dustry’s total output showed a 
slight gain in 1959, amounting to 
an even 30 per cent, as compared 
with 29.7 per cent in 1958. 

The top 20 shoe manufacturing 
firms accounted for 37.3 per cent 
of the industry’s total pairage out- 
put. The top 30 firms accounted 
for 41.8 per cent of the total; the 
top 40 accounted for 45.6 per cent; 
the top 50 accounted for 48.9 per 
cent; the top 60 for 51.8 per cent; 
and the top 70 for 54.3 per cent. 
Thus, fewer than eight per cent of 
the industry’s 900 shoe manufac- 
turing firms account for over half 
of the industry’s total production. 


Dollar Sales 


The 70 leading shoe manufactur- 
ers in 1959 scored a whopping 13.9 
per cent gain in dollar sales. How- 
ever, an appreciable portion of this 
can be ascribed to higher wholesale 
prices. The 1959 net profit picture 
for these firms, while healthy, will 
not likely show a gain as large as 
for net sales. 

The 70 firms listed in the RE- 
CORDER study do not all necessarily 
qualify among the 70 firms with 
largest sales. Some firms, not in- 
cluded in the list, had larger do’ 
lar sales. However, the primary 
requirement for inclusion in the 
“Big 70” list is pairage output. 

To qualify among the Big Five 
requires $100 millions in sales. To 
be eligible for listing among the 
Top Ten requires a minimum of 
$22.5 iillons in sales. To be in- 
cluded in the first 20 firms takes a 
minimum of $15 millions in sales, 
and for the top 30 it requires $10.1 
millions. To qualify for positions 
31 to 70 requires sales between 
$10 and $2.3 millions. 

The company “rating” positions 
in dollar sales often differ sharply 
from the same companies’ “rating” 
position in pairage output. For 


in 1959 


example, Freeman Shoe is 42nd in 
production, but 13th in sales; Cos- 
mos Footwear is 1lth in pairage 
but 31st in dollar sales; Weinbren- 
ner is 39th in production, but 19th 
in sales; Wolverine is 57th in out- 
put but 31st in sales; Faith Shoe 
is 26th in production but 48th in 
dollar sales. The difference in most 
instances is due simply to a differ- 
ence in average factory value per 
pair for each company. 

The biggest dollar sales gain in 
1959 was shown’ by Genesco, 
amounting to $58,234,000, up 26.7 
per cent over 1958. However, it 
must be remembered that Genesco 
consists of a combination of widely 
diversified enterprises, including 
Tiffany’s, Bonwit-Teller, clothing 
stores, etc. The shoe sales figures 
are not separated from the non- 
shoe income. 

Big dollar gains were shown by 
International ($39 million), Brown 
Shoe ($36,645,000), Endicott John- 
son ($11,565,000) and Shoe Corp. 
of America ($9.9 million). Inter- 
national’s sales gain amounted to 
15.9 per cent, and Brown’s 
amounted to 15.3 per cent. 

On over-all sales, Genesco and 
Brown Shoe ran neck and neck 
with over $276 millions each, with 
Genesco only $127,000 below Brown 
(in 1958, Genesco was $22 millions 
below Brown Shoe in sales). 

In 1960, both International Shoe 
and Genesco stand a good chance 
of being the first shoe manufactur- 
ing firm in U. S. history to reach 
or surpass the $300 millions sales 
mark. International needs an in- 
crease of only six per cent in sales, 
and Genesco about nine per cent 
to reach the $300 million mark. 

However, in terms of percentage 
gains on sales, a number of the 
smaller firms among the top 70 
showed striking increases. For ex- 
ample, Jo-Gal Shoe (49.9%); Rob- 
bie Shoe Corp. (36.9%); Sport 
Specialty Shoemakers (35.5%); La- 
conia Shoe (31.2%); Evy Footwear 
(33.3%); Muskin Shoe (21.9%); 
Moran Shoe (20.1%); Sham-O-Kin 
(SEE TABLES ON TWO FOLLOWING 
PAGES. TEXT CONTINUED ON PAGE 62) 
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HOW THE TOP 70 SHOE MANUFACTURING FIRMS RATED IN 1959 SHOE PRODUCTION 


| PAIRAGE 


PAIRS PRODUCED | % OF | 
____| PAIRAGE | PAIRAGE 

| CHANGE | CHANGE 

COMPANY ** | | 1959 1958-59 | 1958-59 1958 


OUTPUT 


— 


51,529,543 | 5,230,900 
32,407,012 | 2,442,172 
29,681,274 | 2,420,205 
29,520,000*| 2,320,000 
11,050,000*) 1,240,000 
8,010,000 | 1,680,000 


334 
511,256 
279,837 
500,000 
170,101 
693,000 
590,182 
605,000 
420,000 
399,000 
350,000 
381 ,000 
258,000 | 
158,832 | 
137,500 | 
102,574 | 
319,880 | 
19,500 
230,000 | 


International Shoe Co. 
Endicott Johnson Corp. 
Brown Shoe Co. 

Genesco 

Shoe Corp. of America‘! ) 

Evy Footwear Co., Inc. 

J. F. McElwain . 

U. S. Shoe Corp. 
Consolidated National Shoe Corp. 
Sudbury Footwear 

Cosmos Footwear Corp. 

Five Star Shoe Co. 
Craddock-Terry Shoe Corp. 
Gettysburg Shoe Co. 

Green Shoe Mfg. Co. 

H. O. Toor Shoe Co. 

South Berwick Shoe Co. 
Muskin Shoe Co. 

Dunn & McCarthy, Inc. 
Kesslen Shoe Co. 

Williams Shoe Mfg. Co. 

Mrs. Day’s Ideal Baby Shoe . 
Ettelbrick Shoe Co. 

Lown Shoes, Inc. 

Klev-Bro Shoe Mfg. Co. 
Faith Shoe Co. 

Acme Boot Co. 

Wolff Shoe Mfg. Co. 

Rubin Bros., Footwear, Inc. 
Vaisey-Bristol Shoe Mfg. 
Radcliffe-Maybury Shoe Co. 
Ed White pe me Co. 
Knapp Bros. Shoe Mfg. 
Trimfoot Co. 

H. H. Brown Shoe Co. 
Sandler Shoe Companies 
Moran Shoe Co. 

J. Edwards Shoe Co. 

Albert H. Weinbrenner Co. 
Evangeline Shoe Co. 

Town & Country Shoes, Inc. 
Freeman Shoe Corp. 

Medwed Footwear Co. 
Georgia Shoe Co. 

Robbie Shoe Corp. 
Weyenberg Shoe Mfg. Co. 
Weiss-Lawrence Shoe Mfg. Co. 
A. Werman & Sons, Inc. 
Hubbard Shoe Co. 
Connors-Hoffman Footwear 
Linda-Jo Shoe Co. 

H. Beckerman & Sons 
Bay-Bee Shoe Co. 

Miller, Hess & Co., Inc. 
Dover Shoe Mfg. Co. 

B-W Footwear Co., Inc. 
Wolverine Shoe & Tanning 
Laconia Shoe Co. 

Fenton Shoe Corp. 

Juvenile Shoe Corp. 
Tobin-Hamilton Co., Inc. 
Myrna Shoe Co., Inc. 
Auerbach Shoe Co. 

Jo-Gal Shoe Co. 

Sport Specialty Shoemakers.. . 
Mid-States Shoe Co.(2) 
Sham-O-Kin Shoe Corp. 
Chris Laganas Shoe Co. 
Royce Shoe Corp. 1,410,000*, 1,485,000*) 75,000 
Liberty Shoe Co. 1,364,000*| 1,450,000* 86,000 


TOTALS: Top 70 Companies, ...|  — _| 314,375,760 | 342,458,319 | 28,082,559 
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* ESTIMATED (Note: Recorder estimates may be accepted as reliably close to actual production). 

** In almost all cases, company figures include those of affiliated plants and firms. 

ooo Men's; B = Boys’; W Women's; J = Juvenile. Figures are for shoes only and do not include slippers, canvas, rub- 
ber or plastic footwear. 

(1) Does not include A. S. Beck or Canadian subsidiaries. 

(2) Includes House of Crosby Square and Ideal Shoe Mfg. Co (‘“‘Classmates’’) 

Note: The following firms, eligible for inclusion among the top 70, did not have figures available at time of publication: BGS Shoe 

Corp. (Cover 3 million pairs); Mutual Shoe Sales Co., Ornsteen Shoe Co., Commonwealth Shoe & Leather Co. (each over 2 


million pairs). 
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HOW THE TOP 70 SHOE MANUFACTURING FIRMS RATED IN 1959 DOLLAR SALES 





| | DOLLAR SALES 
RATING 


DOLLAR SALES 
RES. (a % CHANGE 
1958-59 


| AMOUNT OF 
CHANGE 


COMPANY ** 


International Shoe Co. . 
Brown Shoe Co... 
Genesco.... 
Endicott Johnson Corp... .. 
Shoe Corp. of America(! ) 

U. S. Shoe Corp... . 

J. F. McElwain... . 


1958 


$244 ,300 ,000 
239,903,734 
218,118,015 
134,533,748 
107,200 ,000* 

45,316,619 
37,970,394 


$283 ,260 ,000 
276,549,164 
276 ,422 ,000 
146,099,113 
117,100,000* 

50 933 


39,000,000 


1958-59 


$38,960 ,000 
36,645,430 
58,303,985 
11,565,365 


no 


_— 


1958 1959 


— 


27 ,064 ,409 30,342,704 
25,150,000* 
22,864 ,000 
22,431 ,000 
20,930 ,000* 
19,885 ,000* 
19,300,000 
18,140,000* 
17,189,300 
16,000,000 
15,650,000* 
15,355 ,000* 
15,050 ,000* 
14,460,000* 
13,787 ,000* 
13,050 ,000* 
12,997,708 
12,690 ,000* 
11,300,000* 
11,122,000* 
10,935 ,000* 
10,325, 700* 


Craddock-Terry Shoe Corp.. 
Knapp Bros. Shoe Mfg. Co.... 
Consolidated Nat’l. Shoe Corp. 
Green Shoe Mfg. Co. . 

Dunn & McCarthy, Inc. 
Freeman Shoe Corp. 

Wolff Shoe Mfg. Co... 
Weyenberg Shoe Mfg. Co. 
Lown Shoes, Inc... 

Evy Footwear Co., Inc... 

Acme Boot Co.. 

Albert H Weinbrenner Co... .. 
Five Star Shoe Co... . 

H. H. Brown Shoe Co., Inc... . . 
Gettysburg Shoe Co....... ,047, 
Town & Country Shoes, Inc. 12,135 ,000* 
Georgia Shoe Mfg. Co... 11,647,511 
Sandler Shoe Companies ; | 11,920 ,000* 
Sudbury Footwear, Inc... : 10,125,060* 
Muskin Shoe Co... . 9,123 ,000* 
J. Edwards Shoe Co. 10,171,326 
H. O. Toor Shoe Co. 

Mid-States Shoe Co..... 

Wolverine Shoe & Tanning Corp. 

Cosmos Footwear Corp... .. 

Klev-Bro. Shoe Mfg. Co., Inc... . . 
Radcliffe-Maybury Shoe Co.. 
Vaisey-Bristol Shoe Mfg. Corp..... 
Rubin Bros. Footwear, Inc. . 

Evangeline Shoe Co. 

Hubbard Shoe Co. 

Kessien Shoe Co.. . 

Williams Shoe Mfg. Co. 

Ed White Junior Shoe Co... 

Mrs. Day’s Ideal Baby Shoe Co... . 
Juvenile Shoe Corp... . 

Ettelbrick Shoe Co... 

Trimfoot Co... ... 

Chris Laganas Shoe Co. 

Medwed Footwear Co. 

Faith Shoe Co... 

Myrna Shoe, Inc. 

Laconia Shoe Co. 

Sport Specialty Shoemakers, Inc... 

Robbie Shoe Corp..... 

Fenton Shoe Co... . 

Connors & Hoffman Footwear, Inc. 
Liberty Shoe Co. . 

B-W Footwear Co., Inc. 

Dover Shoe Mfg. Co. . 

Linda-Jo Shoe Co... 

South Berwick Shoe Co. 

M. Beckerman & Sons, Inc... . 

A. Werman & Sons. 

Auerbach Shoe Co... 

Miller-Hess & Co., Inc. . 

Weiss-Lawrence Shoe Mfg. Co., Inc... ... 
Royce Shoe Corp....... 

Bay-Bee Shoe Co. 3,380 540,000 
Moran Shoe Co... : 548 ,049 
Jo-Gal Shoe Co..... 1,008,000 
Tobin-Hamilton Co., Inc... 195,000 
Sham-O-Kin Shoe Corp... . 2,312,000* 602 ,000 


TOTALS: Top 70 Firms.... 
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$1,586,849,795 | $1,806,952,471 | $20,102,696 











©) YVMROHMOCHRSORONORHOOWOUN® HU ON OH RDONUINDOUN HV HWOUNSRUIRATDANESNWRWORSHAUHNNWANWO 


— 














* Estimated (Note: Recorder estimates may be accepted as reliably close to actual sales.) 

** In almost all cases, company figures include those of affiliated firms and company-owned stores. 

(1) Does not include A. 8. Beck or Canadian subsidiaries. : “3 

Note: To be eligible for inclusion in the above list, a company must first qualify for the top 70 firms on the 
output. Some firms, not on the above list, would qualify on dollar sales, but not on pairage output. 


basis of pairage 
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For that Touch of Beauly... 


Rismet 


A portrait in fine leather that makes lined or unlined 
shoes that are “Pretty As A Picture.” 


FOR YOUR SWATCH BOOK WRITE: 


ARMOUR LEATHER COMPANY 


DIVISION OF ARMOUR AND COMPANY 
TANNERS WITH THE FORWARD LOOK 


SHEBOYGAN, WISCONSIN 
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If the impatient type of customer isn’t taken care of immediately, she will prob- 
ably walk right out of the store. She is usually nervous and always in a hurry. 


T is one thing to know a lot about shoes and their 

fitting. But, it is something else again to know 

the characteristics of the customer and how she 
should be handled. Errors in selling can be avoided 
if the salesperson can instinctively know how to handle 
the different personalities he meets. 

The good salesperson can usually judge his progress 
in a sale by the reaction of his customer. If he care- 
fully observes the facial expressions and listens to the 
comments of his customer, he will know just what to 
do or say. These observations can save a great deal of 
time and effort. 

Customers cannot all be treated the same way. Be- 
cause of differences in personalities and backgrounds, 
different approaches and selling methods must be used. 
Because a customer’s frame of mind varies from time 
to time, she must be handled a different way each time. 

The salesperson must be able to “read’”’ his customer’s 
mind. He must know when she is in a hurry; when she 
is just looking, or when she needs more time because of 
her uncertainty. 

Outward appearances are not always good guides. 


February 15, 1960 


by SEYMOUR HELFANT 
Manager, Smaller Stores Division, N.R.M.A. 


There are too many exceptions to the rule when analyz- 
ing customers. Therefore, the types of customers dis- 
cussed here are only the usual types. The methods of 
handling are only generalizations. It is even possible 
for a customer to change categories during a sale. The 
salesperson, by his approach, can often change a bel- 
ligerent buyer into an open-minded, considerate person. 

The following customer types are what a salesperson 
might meet. The rest is up to him. 

The undecided customer—This customer’s thinking 
is never organized. She asks many questions. And, the 
more information she gets, the more confused she be- 
comes. She usually tries to put off a decision. But, she 
really wants to make a purchase. It just takes longer 
for her to make up her mind. It also takes a great deal 
of tact and explanation to help her. If there are other 
customers in the store, she will probably ask them for 
their opinion too. 

(CONTINUED ON PAGE 66) 
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Another Record Import 


But prospects for U.S. exports are also brighter than they have 
been for several years. An interview with J. G. Schnitzer 


EDITOR’S NOTE: New govern- 
ment data on imports suggest that 
1960 will be another record year for 
imports of footwear. Foreign pro- 
ducers, having carefully studied the 
potential American market, are an- 
ticipating record sales in the United 
States. 

For U. S. manufacturers, there is 
one bright spot on the horizon, how- 
ever: U. S. export sales prospects 
this year are brighter than for sev- 
eral years. 

For a careful analysis of these and 
other current market problems, the 
editors of the BooT AND SHOE 
RECORDER suggest reading the fol- 
lowing exclusive interview with 
Julius G. Schnitzer, Director of the 
Leather, Shoes and Allied Products 
Division, Business and Defense Ser- 
vice Administration, U. S. Depart- 
ment of Commerce: 

es 

Q—What trends in footwear im- 
ports developed in 1959? 

A—On the basis of preliminary 
data, I can tell you that total im- 
ports of “shoes, other than rubber” 
totaled 22,277,841 pairs in 1959. 
These had a value of $44,414,276. 

It is difficult to make a comparison 
with 1958 imports, because in 1958 
rubber footwear was included in the 
statistics through August of that 
year. By an act of Congress signed 
on July 11, 1958 (Public Law 454), 
rubber footwear was removed from 
these statistics as of September 1, 
1958. However, trade statistics in- 
dicate that the monthly volume of 
rubber footwear included in the 
leather shoe statistics was 500,000 
pairs. Therefore, an eight - month 
total would bring this to 4,000,000 
pairs. Subtracting this total from 
the 23,596,541 pairs imported dur- 
ing all of 1958, we arrive at a total 
for non-rubber footwear of 19,596,- 
541. So, instead of a decrease in im- 
ports—as indicated in the official 
trade statistics for 1959—there was 
actually an increase in non-rubber 
footwear imports during 1959. 


46 


Q—After analyzing the 1959 data 
on production and sales of footwear, 
what is your judgment of the cur- 
rent trends in these areas? 

A—<According to preliminary sta- 
tistics, total domestic shoe produc- 
tion in 1959 was slightly more than 
632,000,000 pairs. I believe the 
final figures will push this total up- 
ward by several million pairs. 

Regarding domestic sales, we can 
only base any conclusions on partial 
returns. My estimates indicate that 
retail shoe sales in the usual chan- 
nels—shoe stores, department stores, 
mail-order firms, Army and Navy 
stores — approximated 611,000,000 
pairs. Another 25,000,000 pairs were 
sold during 1959 in such outlets as 
supermarkets, limited-price variety 
stores, drug stores, and other such 
unconventional sales outlets. 


Q—What’s the outlook for exports 
in 1960? 

A—lIn my opinion, the outlook for 
export sales of American - made 
leather footwear is brighter this 
year than for several years. There 
are several factors behind this opin- 
ion. The most important factor is 
the removal of restrictions in many 
of our former markets against any 
but token shipments of shoes from 
the United States. Another factor 
is the greater availability of dollars 
abroad. Incidentally, this latter fac- 
tor has resulted in many requests 
from abroad for catalogs and sales 
data issued by U. S. manufacturers. 


Q—In your opinion, what is the 
outlook for imports this year? 

A—I am firmly convinced that 
shoe imports will continue to ex- 
pand in 1960. Foreign producers 
have made special studies of our 
markets. They are now using Amer- 
ican lasts. They are now able to 
price their finished products at 
levels below our prices for compara- 
ble shoes made here in United 
States. In addition, more and more 
foreign producers are being attracted 


to the American market. A very 
recent example of this trend is 
Spain. Spanish manufacturers be- 
gan late last year to establish a mar- 
ket for their shoes in the United 
States. In my opinion, Spanish shoes 
have met with a favorable reception 
here. 


Q—What about prices of imported 
shoes in 1959? Up or down? 

A—Speaking only of “footwear 
other than rubber,” the average 
price of all shoes imported into the 
United States in 1959 was $1.99 per 
pair. In 1958, the average price was 
$1.39 per pair. 


Q—lIs there much of a spread be- 
tween the average prices per pair 
among the different countries ex- 
porting to the United States? 

A—Yes, definitely. There was a 
wide variance among prices in 1959. 
The spread ranges from an average 
price of 47 cents per pair for shoes 
imported from Japan to a high of 
more than $8.14 per pair for shoes 
imported from Switzerland. Other 
low-priced sources in 1959 were 
Hong Kong, with an average of 62 
cents per pair; India, 85 cents, and 
Mexico, with an average price of 
$1.15 per pair. 

Besides Switzerland, other higher- 
priced sources were Germany, $5.59; 
the United Kingdom, $4.60, and 
Italy, with an average price of $3.49. 


Q—What is the definition of ‘“im- 
port price?” 

A—Import price is the market 
value of a pair of shoes in the coun- 
try of origin, not including import 
duties, ocean freight, or marine in- 
surance. 


Q—Which foreign countries ac- 
counted for most of our shoe im- 
ports in 1959? 

A—For the past two years, Japan 
has furnished most of the footwear 
imported into the United States. 

(TEXT CONTINUED ON PAGE 81. ADDI- 

TIONAL TABLES PAGES 76 AND 80) 
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ear Predicted for 1960 


U. S. IMPORTS —- FOOTWEAR (OTHER THAN RUBBER) 


Leather, Shoes and Allied Products Division Me bee (PRELIMINARY) 


Business & Defense Services Administration 
U. S. Department of Commerce 





| Total Canada United Kingdom 


} | 
| 


PAIRS VALUE | PAIRS | VALUE PAIRS | VALUE 


| } 
MEN’S & BOYS’ | 
1959 
1958 | 
| 
| 


4,834,849 | 21,564,277 | 174,975 | 782,386 | 1,627,252 


7,911,194 
6,907,380 | 16,359,552 61,086 | 261,078 | 1,294,205 | 5, 


926 , 269 


1959 
1958 





WOMEN’S & MISSES’ 
: 6,182,607 | 14,265,871 9,312 52,182 232,350 
9,151,553 | 11,477,518 22,993 | 29 573 159,710 | 


1,299,863 
887,793 


| 
| 
| 
| 


Infants’ & Children’s | | 
1959 | 39,141 47,302 273 | 615 
1958 40,792 | | 


Slippers for housewear 
1959 ..| 1,598,914 | 57,348 | 291,230 | 373,795 189,132 | 427,940 
1958 | 1,135,704 | 3,042 | 309,599 | 344,864 147,801 | 312,406 
| | | | 





Moccasin Indian Type | 
1959 917,985 2,992 22,977 | 32,632 211 | 16,931 
1958 1,063,005 33, 58: 15,013 | 23,534 | 325 | 19,461 
Huaraches 


1959 134,715 | 
1958... e 66,849 | 66,768 | 





Skating McKay sewed 
1959 98,503 | 355,511 96,586 | 347,659 
1958 sat 43,851 181,308 | 43 ,851 181,308 


Shoes & other ftw. leath. 
soled textile uppers 
1959 | 5,067,080 | 4,131,737 | 1,671 9,492 | 19,469 
1958 | 2,648,198 | 1,803,672 | 1,413 | 7,862 13,929 


Alpargatas, upper C. V_ veg. 
fiber | | 
1959 : 72 118,517 | 12,206 17,750 

1958 : 94,52 132,748 14,124 18,710 


Alpargatas n.e.s. 
1959 26,444 11,615 | 
1958 11,487 | 11,922 


Shoes & other ftw. uppers & 
soles of wool felt 

1959 3,134 7,083 

1958 10,050 | 13,074 


Shoes & other ftw. uppers of 
veg. fiber exc. cotton } 
1959 316,519 406,706 | 

1958 357,171 371,371 | 





Shoes & other ftw. textile 
uppers n.e.s. | 
1959... | 2,983,229 743,962 | 
1958... 2,065,977 | 505,675 | 


GRAND TOTAL 
1959 ..| 22,277,841 | 44,414,276 | 597,686 | 1,601,770 | 2,087,893 | 9,739,042 
1958... 23,596,541 | 32,878,782 | 454,404 | 849,540 | 1,638,210 | 7,194, 302 


Average price per imported pair 
rer - $1.99 | $2.68 $4.66 
1958... $1.39 | $1.87 $4.39 
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Report on the Russian Shoe Industry: 


by WILLIAM A. ROSSI 


Russian Shoe Quality Has 


Improved in Recent Years 


The improvement in Soviet shoemaking is continuing slowly and may be ex- 
pected to accelerate gradually with the partial democratization of industry. 


HE quality of Russian shoes 

and shoemaking is very much 

below the standards of America 
and Western Europe. And it will 
still be many years before this qual- 
ity level begins to approach our 
standards. 

There are reasons for this. The 
prime target of the Soviet shoe in- 
dustry is to increase production to 
meet consumer needs and demand for 
shoes. The Soviets are pushing this 
with an all-out drive. But to achieve 
goals in terms of quantity (and this 
won’t likely be reached until the 
1970’s), there is an inevitable de- 
gree of sacrifice in quality as well 
as limitation of available styles and 
types of shoes. 

Add to this some other involved 
factors: lack of leather supply; in- 
ferior quality of many of the mate- 
rials or components used in the 
shoes; old or inadequate machinery 
and equipment; insufficient supply 
of skilled labor; lack of required 
qualified supervisory personnel; lack 
of technological know-how; _ineffi- 
ciency in some areas of management 
and administration; many old and 
inefficient plants. 

Nevertheless, despite all these 
shortcomings, the quality of Russian 
shoes and shoemaking today is defi- 
nitely improved over the levels of 
three-four years ago and earlier. Im- 
provement will continue—though at 
a much slower pace than promised 
and propagandized by the govern- 
ment. All the brash promises and 
good intentions can’t compensate for 
the many shortcomings with which 
the industry must still live in the 


This is the concluding article in the 
series by Mr. Rossi on the Russian 
shoe industry. 
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immediate years that lie ahead. 

In popular-priced adult shoes ($50- 
$70 a pair) or popular-priced chil- 
dren’s shoes ($14-$20), it is still 
common to see such defects as 
wrinkled linings, careless stitching, 
a painted look to bottom finishing, 
and an oilcloth-like lacquered look to 
upper leathers, crooked toplines, 
wrinkles on vamp and toe, soles that 
pull apart due to inferior cement, 
careless lasting, easily split seams, 
etc. The squeaky shoe is frequently 
heard. Often, even the shoe laces 
break quickly, or the tips frazzle. 

In cheaper or low-end shoes ($20- 
$30 in adults), the shoes and shoe- 
making are outrightly crude in ap- 
pearance and very inferior in wear 
values. 

The Consumer 

What is the reaction of the Rus- 
sian consumer to the quality of 
Soviet shoes? The Russian consumer 
has never been pleased with his 
shoes. He would be even less pleased 
if he could compare his own by wear- 
ing good quality (that is, popular- 
priced) shoes from the U. S. or 
Western Europe. But he has little 
opportunity for this. The imported 
shoes sold in Russia are deliberately 
lower grade types (though retail- 
priced the same as Russian-made 
shoes), so that the Russian con- 
sumer may presume that the shoes 
of other countries are little better 
than his own—as well as being no 
cheaper. 

Nevertheless, the Russian con- 
sumer is not only becoming more 
disgruntled, but is becoming more 
vocal about it. “Free speech” 
(though still within definite limits, 
of course) is more permissible to- 
day under Khrushchev, and the con- 


sumer is taking advantage of it. 
The consumer, especially in the 
larger Russian cities, is today able 
to see more foreigners and to get a 
look at better quality shoes. Also, 
Ivan knows that when his $70 shoes 
wear out in a few weeks, something 
is wrong. 

In several of Khrushchev’s recent 
speeches at home he criticized the 
rate and quality of consumer goods 
output. In several instances he 
specified shoes as an example. The 
Soviet press is opening up more of 
its columns to air out consumer 
gripes. Typical is one such letter, 
written by a Russian consumer, and 
printed in the Moscow paper, “Soviet 
Russia”’: 

“IT am fed up with this covering 
up with sputnicks and_ airliners. 
Come down to the level of ordinary 
shoes. I have only one pair of shoes, 
which have already lasted four 
years. Why? Because they come 
from the West and have a brand 
name from abroad. I am not per- 
sonally in need of a TU114 (air 
liner). I manage with the help of a 
tram. But I want to lead a good 
life and to be well clad.” 

The newspaper, in a surprisingly 
candid editorial comment following 
the letter, stated that when fac- 
tories and houses were being built 
in Russia, it was no time for nylons 
and fancy shoes. But much of that 
was now completed. ‘Now the time 
has come,” said the editorial, “for 
us to ask all those who are engaged 
in making shoes, furniture and tele- 
vision sets to give us more of them 
and make them better.” The edi- 
torial concluded by declaring that 
the Russians could learn much from 

(CONTINUED ON PAGE 58) 
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Now, Pigmillion Pigskin 
goes to your market 
at less cost than ever 


... Treated with SCOTCHGARD* Leather Protector! 


Available in any quantity! In all colors! 


*Registered T.M, of 3M Co. 
hi 
HAUS OF KRAUSE, ROCKFORD, MICHIGAN (2 _ 








Royal Wellington 
the Wellington of the yea! 


For men who demand the finest! Custom 
styling, custom quality! Full-grain calf foot, 
full-grain imported kid leg, plump lamb leg 
linings, cushioned insoles! 


Acme has crowned it the ‘‘Royal’’ Wellington, 
with an all-out national advertising promotion 
to herald it as ‘‘the Wellington of the year!” 


Bigger-than-ever advertising schedules next 
fall in Esquire, True and Argosy! Colorful 
window displays to present them in all their 
glory! Show ‘em, and you'll sell ‘em! 


B, C, D, and E widths 
6% thru 12, and 13 


In ‘‘A"’ width, 8 thru 12, and 13 


COST TO YOU 
$10.10 


In black No. 9040 
In brown No. 9044 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee WORLD'S LARGEST BOOTMAKERS 


boots belong in today’s comfortable, practical, colorful way of living. 
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Shoe courtesy Red Cross Div., U. S. Shoe Corp., Cincinnati 


keeps your shoes in the black Soft, glowing beauty... the deep 
jet of night . . . indomitable shape retention . . . this is Ebony Calf by Gallun. An 
aristocrat among fine leathers, Ebony compliments the most delicate or dashing of 
high-fashion shoes . . . and, most important, has that “come hither” way with milady’s 
shoe dollar. / A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 
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Developing 
A Plastie for Shoe Heels... 


When fashion introduced the spike heel, new materials were needed 
that wouldn’t break. Some indication of the extensive work involved 
in the development of such a material is given in this article. 


N recent years, as shoe styling 

demanded a thinner heel, man- 

ufacturers discovered that wood 
and other materials broke and were 
no longer suitable. Turning to plas- 
tic, they found several types which 
gave them heels that provided es- 
sential performance with minimum 
breakage. 

However, when fashion next de- 
manded today’s spike heels, plastics 
which had successfully met earlier 
styling requirements, began to give 
trouble. Heavy breakage presented 
manufacturers of women’s high style 
shoes with an intolerable problem 


The Flex Fatigue Tester duplicates the 
destructive forces which walking imposes 
on a heel. 


since replacement involves an ex- 
pense many times over the cost of 
the original heel. 

To solve this problem, engineers 
at Marbon Chemical, working with 
the Borg-Warner Research Center, 
launched a comprehensive research 
and development program. 
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‘emphasis on _ toughness, 


The purpose of their work was de- 
fined in these terms: 1) determina- 
tion of the characteristics required 
of a superior plastic material for 
high heels, and 2) the development 
of a new type of plastic which would 
meet those requirements. 

Early in the program researchers 


Shoes fitted with gages connected to a 
strain recorder. 


determined that a successful mate- 
rial would have three characteristics. 
‘Eirst, it would possess a desirable 
balance of physical properties—with 
hardness 
and rigidity over a wide range of 
service conditions. Second, it should 
be readily moldable—to insure con- 
sistently reliable production of heels. 
And third, it should be resistant to 
flex fatigue (breakage due to exces- 
sive bending). Of the three, this 





Excerpts from a talk given recently at a 
meeting of the Society of Plastics Engi- 
neers in St. Louis, by Raymond A. Noonan 
of the Marbon Chemical Division, Borg- 
Warner Corp., and Dr. Robert Elkins of 
the Borg-Warner Research Center. 


A six-channel Strain Recorder was used 
with the Flex Fatigue Tester to establish 
the accuracy of load on thin, contemporary 
high heels. 


characteristic was found to be the 
most difficult to evaluate. 

Before a material combining these 
three essential characteristics could 
be developed, it was necessary to 
establish meaningful information on 
the functional loading of high heels. 
To obtain this data accurately, two 
types of tests were conducted. 


High-Speed Motion Picture Tests 


The first test consisted of taking 
high-speed motion pictures of high- 
heeled shoes in action. Close-ups of 
the feet of some half-dozen women, 
varying in height and weight and 
wearing high style footwear, were 
taken with the subjects walking or 
running on various slopes and on 
level surfaces. Careful study of 
many motion picture tests revealed 
the maximum angle at which a 
women’s high heel strikes the floor. 

(CONTINUED ON PAGE 64) 
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@ ---Martin’s dream-shoe maternal... 
NYLOVEL swirls into high-fashion. The new, 
soft-toned finish, introduced with ex- 
citing elegance by Evins, adds opulence to street and occa- 


sion shoes. Smart women will love it. NyloVel is the 100 % 
nylon velvet by Martin, most honored name in rich velvets! 





FABRICS CORPORATION 
48 West 38th Street, New York 18, N.Y. 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 30) 
in advertising. 

Businessmen must be above ap- 
proach at all times or suffer severe 
censure from the public and from 
government, it’s pointed out. 

2 

The tax-writing House Ways and 
Means Committee, searching for new 
sources of federal revenue, learns 
that the government is losing the 
taxes on an estimated $10,000,- 
000,000 a year. This is said to be 
the unreported income of indepen- 
dent businessmen such as _ proprie- 
tors, self-employed persons, and 
farmers. 

This estimate was presented to 
the Ways and Means Committee by 
C. Harry Kahn, of Rutgers Univer- 
sity. Mr. Kahn says the average 
self-employed person has been re- 
porting (for tax purposes) only 
about 75 cents out of every dollar he 
earns. 

Persons on a salary report about 
97 cents out of every dollar they 
earn, Mr. Kahn calculates. 

Farmers are evidently the worst 
chiselers, Mr. Kahn states. In 1955, 
they reported only 56 cents out of 
every dollar earned, and in 1957 re- 
ported 66 cents. Other self-employed 
persons are a little more honest, ac- 
cording to Mr. Kahn, reporting 81 
cents of each dollar earned in 1955 
and 84 cents of each dollar earned 
in 1957. 

Mr. Kahn discovered the chiseling 
by comparing sums paid to proprie- 
tors and independent businessmen 
with the sums they reported on their 
income tax returns. 

. 

Internal Revenue men say they 
are receiving “splendid cooperation” 
from banks and corporations in their 
drive to force taxpayers to report 
interest and dividends received. 

The government says it loses at 
least $500 million a year in taxes on 
interest and dividends that are not 
reported on income tax returns. 
Some say the loss is as high as 
$1,000,000,000. 

Some banks and corporations are 
mailing out notices to their custom- 
ers and stock owners, reminding 
them that the law requires report- 
ing of all income received, regard- 
less of source. This definitely in- 
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cludes interest and dividends. 

Justice Department trust-busters 
are quietly stepping up their efforts 
to catch potentially illegal mergers 
before they’re consumated. 

The antitrust division, now headed 
by young, eager, and ambitious Rob- 
ert A. Bicks, is emphasizing preven- 
tive activities in the hope of avoid- 
ing the long, involved legal fights 
to break-up mergers once two or 
more firms have been fused. 

Bicks, who still carries only the 
title of acting head of the division, 
and his aides have recently been 
working closely with the Securities 
and Exchange Commission to get 
advance information on mergers. 
They are stepping up use of proxy 
and other information filed by pub- 
licly-held stock firms with the SEC. 
This is public and the trust-busters 
have always had access to it. In the 
past it has been used to some extent. 

Now, however, antitrust division 
officials admit that they’ve got an 
arrangement whereby the SEC un- 
officially quickly sends any informa- 
tion it gets “that is of interest’ to 
the antitrust division. This might 
amount to daily reports in some cir- 
cumstances. 

o 

Tight money will continue to 
plague borrowers throughout 1960. 
Management should anticipate now 
that the cost of funds for all pur- 
poses—expansion, new products, to 
rebuild inventories — will be both 
costly and hard to get in 1960. 

Enormous demands for credit will 
be forthcoming this year from in- 
dustry, from businessmen, from gov- 
ernment, and from individual con- 
sumers. Interest rates will nudge 
ahead, as a result, and the available 
supply of funds will go only to the 
highest bidders. 

The Eisenhower Administration 
shares part of the responsibility for 
stiffening the money rates, but bor- 
rowers — big and little—are now 
adding to the trend by scrambling 
for the limited supply of credit. 


Editorial 
(CONTINUED FROM PAGE 33) 

dised brand of shoes. Any merchant 
who has an exclusive franchise 
should, at the very least, be able to 
qualify for his manufacturer’s ad- 
vertising program. This he must, in 
conscience, make full use of it. And 
yet the sad fact is that many mer- 


chants regard a franchise as a vested 
right. They are quite content to let 
the manufacturer do all the promo- 
tion and simply ride along with the 
program. In the competitive days we 
are facing, this kind of merchant is 
sure to be fewer and farther between 
because those lines of shoes which 
survive, like other lines of consumer 
goods, must continue to enjoy in- 
creasing exposure to the consumer. 


Profile: Beverly Schneck 
(CONTINUED FROM PAGE 36) 


ing are identical whether shoes, 
dresses or rugs are involved. These 
don’t change. If you can buy for 
one, you can buy for another. For- 
tunately, I could be level-headed 
about the whole thing, rather than 
highly emotional. I simply applied 
the basic rules of merchandising 

. and it just happened. 

“You must know the calendar. 
Schedule timing to your own needs. 
Know what the customer really 
wants and be able to interpret her 
specific requirements.” 

Beverly Schneck has been buyer 
of the shoe department for nine 
years. In that space of time, the 
department has grown and pros- 
pered. Her greatest problem, when 
she took over the department, was 
comprehending the many taboos 
there are in the shoe business. 
There were so many pre-conceived 
notions. Certain things just 
couldn’t be. However, by question- 
ing and persistence, the veil of 
mystery was lifted. And it turned 
out that they were only purported 
to be important ... or taboos. For 
instance, buying many, many 
months in advance. “Eight or nine 
years ago,” says Beverly, “we had 
to buy for long range. Now, we are 
constantly reordering. There are 
certain basics, and even fashion 
merchandise, that can be put on a 
weekly size-up and refill position. 
The tendency is to put our cut-offs 
on too fast. We are afraid the shoes 
won’t be made up in time. But we 
find that when the pressure is put 
on the manufacturers, you get de- 
liveries.” 

One of Beverly Schneck’s great- 
est peeves, particularly as a shoe 
buyer, is that the industry is in- 
clined to go overboard, be arbitrar- 
ily dictatorial. She cited the ex- 

(CONTINUED ON PAGE 56) 
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News - Retail Trade 





January Volume Off in 
Boston Shoe Stores 


JANUARY business volume was a 
disappointment to most Boston shoe 
retailers. 

While so-called “cruise shoes” and 
other styles for wear during winter 
vacations in the south sold fairly 
well in high style and middle of the 
road stores, street shoes for north- 
ern wear and dressier types for af- 
ter five did not contribute the hoped 
for pairage increase. Even depart- 
ment store promotions at reduced 
prices, according to reliable reports, 
failed to attract a normal number of 
customers. 

Reasons given included the weath- 
er—cold, rainy, snowy and windy; 
radioed forecasts of even worse 
storms which failed to materialize; 
and an epidemic of virus infections 
which kept shoppers and office work- 
ers at home. 

However, there is a bright side to 
the picture. More people than ever 
have been taking winter vacations 
in Florida and have been buying 
late spring and summer shoes to take 
with them. This trek to the south is 
continuing and is not expected to 
end much before March 1. 

Whites, as already noted, have 
sold well since the first of the year. 
So, too, have many of the lighter 
colors. In materials other than the 
conventional leathers, straws and 
fabrics have been actively promoted. 

The Thayer McNeil Company 
stores reported good acceptance of 
straws in natural, pink, pastel blue, 
black and bright red. These were 
sold in addition to whites in leathers 
and spectators in black and white. 
Casuals, as had been expected, out- 
sold dress types by a wide margin. 

The E. W. Burt & Company store 
found white the best selling leather 
color among winter vacationists, 
with bone second—these in pump 
types. Multicolored sandals, some in 
fabrics, also were popular. The best 
selling fabric color was white, heav- 
ily embroidered in several bright 
colors. 

Lustre calf pumps in pale colors 
—bone and light blue—were among 
attractive offerings in the Franklin 
Simon store in suburban Chestnut 
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Hill. These pumps carried high, 
slender heels and were ornamented 
at the throat with simulated pearls. 

Latticed leather pumps were 
among the dress types promoted by 
C. Crawford Hollidge at its stores 
in downtown Boston and in nearby 
Wellesley. These came in white, 
beige and black. In casuals, there 
was a squared-toe pump with wedge 
heel and moccasin forepart which 
came in four colors—black, brown, 
red and navy blue. 


Clearances Spotty 
in St. Louis 


ST. LOUIS weather went from un- 
seasonably warm to bitterly cold. 
Neither temperature sold many 
shoes. Clearance sale progress re- 
mains spotty, with some dealers 
clear and ready for spring stocks. 
Other outlets, including many family 
type operations, are still stacked 
high. Women’s chains have had a 
brisk response to their clearances. 

Family store owners do not blame 
sluggish clearances on weather. They 
feel that many juvenile needs were 
filled in December. However, the 
owners say that the December pur- 
chase will not carry tots through 
until the week-end before Easter. A 
repeat purchase on sturdy type 
school and play shoes is anticipated. 

Storm boots have been slow in St. 
Louis all winter. One county dealer 
injected a note of desperation and 


humor in his advertising copy fea- 
turing four-buckle boys’ overshoes at 
35 per cent off. The headline “It’s 
BOUND To Snow Soon!” summed 
up the stormwear situation neatly. 

One major department store openly 
advertised that it had 10,000 pairs of 
women’s shoes still to clear. Of the 
total, about 3200 were salon shoes, 
1500 were fall and winter casuals, 
and 300 pairs were imported boots. 

To offset sticky clearance tables, 
spring pairs are blooming merrily. 
Response to bone as early as mid- 
January was, well above retailer ex- 
pectations. Buyers here are con- 
vinced that bone has become a spring 
basic for St. Louis women, and have 
put in sizeable stocks to meet the 
demand. 

Along with bone, running neck 
and neck on volume to date but pre- 
dicted to pull ahead at any time, is 
black patent. Pumps of black patent 
are selling steadily in closed-up ver- 
sions, in open toes and open back 
patterns, and in closed styles with 
vamp cut-outs and portholes. 

In women’s less dressy pairs, mid- 
high wedges appear to be gaining 
sales strength, along with stacked 
leather mid-heeled pumps using ex- 
tended sole and squared off pointed 
toe. 

Promotional at Famous-Barr was 
a Julianelli spike heel black patent 
pump with brown alligator tipping 

(CONTINUED ON PAGE 72) 





Fh Ave. at 54th St 


heel and toe ing under ur winter into sp 


and black at 39.95. From an exciting collection of shoes designed 


rred pump. Porcelain kid gathered at the 


tones of alabaster, antique gold, gunmetal, navy 


by David Evins for |. Miller with handbags to match at I, Miller 


Dressmaker detailing in the form of delicate shirring at both the heel and toe 
feature this charming kid pump by David Evins. Alabaster, antique gold, gunmetal, 
navy and black. $39.95. |. Miller, New York. (8 cols.) 
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Profile: Beverly Schneck 


(CONTINUED FROM PAGE 54) 


ample of the pointed toe and con- 
tended: “Everyone can’t wear the 
pointed toe; nor do they all want it. 
There are important considerations, 
fashion-wise and pedal-wise. But 
no, the customer had no choice. She 
either accepted pointed toes or 
didn’t buy footwear. Then, gradu- 
ally, ‘came the dawn’ and an awak- 
ening to the fact that there was a 
need for many kinds of shoes, es- 
pecially a need for shoes that were 
in the mode and, at the same time, 
more comfortable for certain feet. 
An awareness of the truism that 
what is right, chic and fashionable 
for one category is not the same 
for another. . . . And so, the oval 
toe evolved. The result: more shoes 
to fit more feet.” 

She believes that “fashion is the 
customer” and that the industry 
must interpret fashion to real and 
living people rather than to an ob- 
jective ideal. Fashion should dis- 
seminate what is right; the inter- 
pretation of it to specific individ- 
uals or groups of people. The shoe 
industry tends toward one direc- 
tion, seeing fashion for one par- 
ticular category. Instead, it should 
be able to take the fashion ap- 
proach toward the various catego- 
ries, the teenager, the mature wo- 
man, the young mother, the chic 
woman, and build the fashion pic- 
ture for these particlar types. That 
would be a more realistic approach. 

At Stern’s, Beverly Schneck 
strives toward achieving just such 
an over-all fashion set-up. That is 
why the store carries such a diver- 
sity of lines ... Johansen, Rhythm 
Step, Red Cross, Matrix, Palizzio, 
Customcraft, Angelyn (Stern’s own 
brand), Foot Flairs, Town and 
Country, Sandler of Boston, Smart- 
Aires ... as well as such slipper 
lines as Oomphies, Daniel Green, 
Honeybugs. Brand identification is 
strong and the greatest percentage 
of Stern’s shoe business is done on 
branded lines. 

“We are, at the same time, con- 
tinuing to develop and expand our 
‘Imports from Italy’ operation,” says 
Beverly. “These are promoted un- 
der our own name and label, in the 
$20.00 -and-over fashion bracket. 
Actually, our import business be- 
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gan three years ago, when I went 
over to look around and buy a few 
shoes. At that time, we were basi- 
cally interested in casual shoes. It 
has only been within the past year 
that we have gone out for the 
dress-shoe program. After the first 
shoes came into the store last fall, 
we were so pleased with the re- 
sults, that I went back over for a 
quick spring buy, to supplement 
the purchase of both dress and cas- 
ual shoes that I had previously 
made. These high fashion, Italian 
dress shoes will probably account 
for about five per cent of our 
volume. 

“Incidentally, we have had no 
delivery problem. We have devel- 
oped our own factories as well as 
worked with several established 
ones, in Bologna, Florence, Vige- 
vano and some of the outlying dis- 
tricts. These people are anxious 
and willing to work. We have had 
shoes made and delivered within 
thirty iv forty days. In fact, we 
often get better deliveries from 
abroad than we do within the 
United States. Of course, we have 
had our share of minor problems, 
too. These people are prone to 
make promises; but if you are for- 
tunate and connect with the right 
ones, singling out and developing 
specific companies, there is a great 
potential. We have found one 
particular company (possibly a 





‘Down Under’ Display 





Sidewalk displays, if carefully handled, 

can be shopper stoppers, an Australian 

firm found. Display at entrance to Aspin- 

all's, in Townsville, North Queensland, 

was made by tying the laces to a six- 
foot wood doweling. 


‘sleeper’) that has tremendous mar- 
keting possibilities. They are 
geared to deliver! They have a 200- 
300 pair daily production. We work 
closely with them, define patterns 
and detailing. They need pattern 
help and that’s the only way you 
can work out a successful arrange- 
ment. It adds up. We get a clean- 
cut, beautifully made, fashionable 
Italian dress shoe that we feature 
in our $16.98 series. 

“IT usually go to Italy twice a 
year and spend about two weeks 
there. Actually, I see hundreds of 
patterns and samples; and it is a 
matter of culling ... picking out 
what will sell and what will inter- 
pret our style needs best. I help 
them to re-create and redesign for 
our specific needs.” 

Beverly Schneck’s early fashion 
background in the apparel depart- 
ment of Stern’s has been an excel- 
lent stand-by. She still has an af- 
fection and feeling for it. The tim- 
ing in that field is more exciting, 
she says; and she would like to see 
a narrowing of the gap in shoes... 
closer timing. In the apparel field, 
she contends, the individual has an 
opportunity to “come up.” He has 
more opportunity to create, estab- 
lish and give of himself and his 
ideas. Whereas, the small individ- 
ual in the shoe industry has a 
tough time of it due to brand in- 
tensification and the vast sums of 
money needed to finance the opera- 
tion. 

So, you see, Beverly was wise to 
switch from journalism to retail- 
ing, when she attended New York 
University. She is in the right 
niche, doing a job she is eminently 
suited for. She received her B.S. 
Degree from the University in 1950. 
That same year, she married Saul 
S. Negreann, whom she had met at 
college. 

They live in Cold Spring Harbor, 
Long Island, and have a little 
daughter, Amy Carson, who is three 
years old. “There isn’t too much 
free time,” says Beverly. “With my 
husband in his own business (tex- 
tile converting) and I in the retail 
field, we are short on hours to- 
gether. Sunday is about the only 
time for family. My hobbies used 
to be horseback riding, swimming 
and other sports ... now, I am 
more apt to sing lullabyes.” 
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The Russian Shoe Industry 
(CONTINUED FROM PAGE 48) 


the “talented American people” 
about production and quality of con- 
sumer goods. 

Nevertheless, despite the growing 
volume of promises by government 
officials, the patient Russians still 
live with a wait-and-see skepticism. 
They’ve long listened to exhortations 
and promises. For example, in a 
major speech by former Soviet 
Premier Georgi Malenkov, in Au- 
gust, 1953, he declared that the 
Soviet shoe manufacturing industry 
“would now begin to turn out dura- 
ble, elegant and handsomely finished 
footwear good as any made 
abroad.” 

But two years later, after the en- 
try of Khrushchev, the quality of 
the Russian shoes had deteriorated 
even more. The Soviet Ministry of 
Trade in 1955 made a special check 
of the quality of shoes shipped from 
four leading shoe factories in Len- 
ingrad. It found that the quality 
standards had declined in three of 
them. At Proletarian Victory Fac- 
tories No. 1 and No. 2, the propor- 
tion of shoes returned or rejected 
as “defective” by retail stores had 
increased by 60 per cent in 1954, as 
compared with 1952, and was even 
worse in 1955. The Skorohod Fac- 
tory, Russia’s largest, had also shown 
a decline in quality of output. These 
three plants, along with others, were 
forced to pay out millions of rubles 
in refunds and fines on rejected foot- 
wear. 

In the recent past and today, it 
isn’t uncommon for the name of a 
particular shoe factory and its di- 
rector to be flatly castigated in pub- 
lic print if the quality of the shoes 
coming from the plant is short of 
expected standards. While even the 
best standards leave much to be de- 
sired, quality-wise, a good share of 
the shoe output still falls short of 
these standards. 

While the plant director must take 
the brunt of the blame and criticism 
(it will at times cost him his job, 
or a fine, or a loss of bonus and priv- 
ileges), he isn’t always directly at 
fault. He’s relentlessly plagued by 
the necessity of meeting his monthly 
quota. Not infrequently, certain of 
his supplies won’t arrive on time; 
or the delivered supplies are below 
specified standards. He can’t pass 


as 
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the buck. The monthly quota must 
be met, for many stores are depen- 
dent upon deliveries from his plant. 
So he does his best with what little 
he has. In short, he pushes to meet 
the quota—though a share of the 
shoes will inevitably fall below the 
specified standards. Because meet- 
ing the quota is the prime requisite, 
he must risk the quality standards 
to meet the quota. 

Compared with years past, this is 
diminishing. But it is still not un- 
common. 

I visited two or three shoe repair 
shops in Russia. Because Russian 
shoes wear out quickly, or lose shape 
easily, the repair shops are always 
busy and might be classified as an 
“essential” industry. The actual 
working areas of the shops I saw 
were tiny, dark and cluttered. Each 
had from four to eight people work- 
ing on low seats and in very cramped 
quarters. Each shop had a working 
manager. 

The general quality of the repair 
work I saw was also inferior 
again, relative to that seen in the 
U. S. This applies both to materials 
and workmanship. A not uncommon 
practice is to lacquer the uppers of 
repaired shoes to give them a “‘new” 
look. Some of the shoes brought in 
for repair seem hopelessly beyond 
repair. The fact that they get re- 
paired at all is a tribute to the 
repairmen. 

Sometimes (just as in the U. S.) 
worn shoes in fair condition are 
bought in special second-hand cloth- 
ing stores. Almost never is a pair 
of wearable shoes discarded. A per- 
son may leave a pair of these shoes 
at the second-hand store. If the 
shoes are sold, he gets the price 
paid, less a small commission to the 
store. If the article isn’t sold within 
a pre-specified time, the owner must 
take the shoes back. 


Soles and Uppers 


Russian shoes are made with leath- 
er, synthetic, rubber and crepe soles. 
For a leather-short country, a sur- 
prising share of shoes come with 
leather soles. The quality of the 
soles isn’t particularly good—either 
in appearance or actual wear value. 
Interestingly, there is a Russian law 
of many years standing, requiring 
that all shoes for smaller children 
(up to about age seven) must have 
leather soles—for “health” reasons. 


This was adopted after a recom- 
mendation by the Ministry of 
Health. As a result, most children’s 
shoes, even for older children, are 
still made with leather soles. 

The synthetic soles, however, con- 
tinue to make important inroads in 
all types of shoes, but especially 
for adults. The Russians have de- 
veloped what they term a “micro- 
porous” synthetic sole that is sup- 
posed to have built-in “breathing” 
qualities. 

Rubber soles are used commonly 
on some types of shoes. The crepe 
sole is popular in certain men’s and 
women’s shoes. Shoes with these 
soles sell for 20 to 30 per cent more. 

The finish of the soles, particular- 
ly the leather soles, is frequently 
poor, again having that “painted” 
look—and often having visible scars. 

No particular specifications seem 
to be given to leather sole thick- 
nesses. As a result, it isn’t uncom- 
mon to see an 8-iron-thick sole on a 
women’s Louis heel shoe. 

Toplifts on almost all 
shoes are made of leather. 

Approximately 70 per cent of 
Russian shoes have leather uppers, 
and some 30 per cent of fabric and 
synthetic materials (Russian shoe 
industry spokesmen say that the in- 
coming supply of better types of 
synthetic upper materials will re- 
sult in a lessening use of leather up- 
pers. ) 

Russian leathers are fairly well 
tanned but poorly finished. Many 
of the leathers have a painted or 
lacquered look—often to cover blem- 
ishes. The quality of Soviet raw- 
stock is slowly improving, but still 
has a long way to go. Packing houses 
aren’t as highly developed as in the 
U. S., and hence the quality of hide 
takeoff is second-rate. A large share 
of hides comes from the collective 
farms, where takeoff is often inex- 
perienced and careless. Leather- 
making, therefore, often starts with 
some handicaps in the raw mate- 
rials. However, Russia has been im- 
porting an increasing number of 
hides, as well as some finished leath- 
ers. 

A considerable amount of leather 
research is going on in an effort to 
improve all phases—from quality of 
takeoff to finishing of the leather. 
Much emphasis is being given to 
dyeing of leathers, as colors present- 

(CONTINUED ON PAGE 60) 
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The Russian Shoe Industry 
(CONTINUED FROM PAGE 58) 

ly tend to lack luster and depth, and 

not infrequently will fade or discolor 

with wear. 

Much pigsin leather is used, espe- 
cially in summer footwear (an esti- 
mated 20-30 per cent of all leather 
shoes), where the porosity of pig- 
skin increases its popularity in 
warmer months. Foreign tanners, 
however, say the quality of this pig- 
skin leather is relatively poor. 

Deerskin is commonly used for 
shoe uppers, especially on _ better 
grade shoes. Some deerskin suede is 
used. Patent leather is very popu- 
lar, and the quality is fairly good. 
A sign in the GUM department store 
gives a 30-day guarantee against 
cracking of patent leather shoes 
(though it would be interesting to 
see if the same guarantee would be 
offered in the case of needle toes, not 
yet available.) 

Much kidskin is used, both on 
men’s and women’s shoes. It is of 
better quality than many other 
leathers made in Russia. Much box 
calf is used, especially on men’s 
shoes, though the quality is only 
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fair. An excellent quality calf leath- 
er is used for linings in women’s 
shoes. The quality is so good that 
foreign tanners wonder why it isn’t 
used for outside uppers. Ironically, 
this fine calf lining will be used on 
a shoe with a second-grade outside 
upper leather. 

Little sheepskin leather is used. 
The Russians say it is too fragile 
(which is understandable, consider- 
ing the hard wear given to Russian 
shoes. ) 

Compared to the U. S., where 
most shoes are made of side (cattle- 
hide) leathers, only a small amount 
of side leather is used for shoe up- 
pers in Russia. Part of this is due 
to a supply problem. Also, side 
leather tanning in Russia is far be- 
hind the quality status achieved in 
the U. S., which is a world standout 
in this specialization. Incidentally, 
by 1965, Russian cattle population 
is supposed to rise 60 per cent, 
which would make Russia close to 
self-sufficient in side or cattlehide 
leathers. Outside observers, how- 
ever, feel that this stated goal is 
appreciably exaggerated. 

Most shoes are still made with 


leather counters—and even an ap- 
preciable share of box toes are 
made of leather, which is in sharp 
contrast to American-made _ shoes, 
wherein fiber and _ synthetic-type 
counters and box toes are predomi- 
nant. 

One of the most pronounced 
trends in Russian footwear is the 
movement toward increased produc- 
tion and use of synthetic or “arti- 
ficial leather” shoe upper materials. 
An estimated 20-25 per cent of Rus- 
sian footwear now contains such up- 
pers. I was told by Soviet shoe 
industry spokesmen that there is a 
good chance that sometime in the 
1960’s more shoes will contain up- 
pers of synthetic materials than of 
leather. 

This is feasible. Russia still faces 
years of leather shortages ahead. 
Despite an all-out program to in- 
crease cattle and livestock herds 
(with corresponding increase in 
supply of hides and skins), the rise 
in production and demand for shoes 
is expected to stay substantially 
ahead of domestic leather supply. 
This means that a large increase of 
other shoe upper materials will be 
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required to meet planned shoe pro- 
duction. 

Development and production of 
synthetic shoe upper materials has 
been given an industrial priority 
rating. No less than Khrushchev 
himself has spoken publicly of the 
“oncoming of new shoe materials” 
in the 7-Year Plan (1958-65). 

The government has set up the 
Artificial Leather Scientific Re- 
search Institute to concentrate on 
development of these materials. 
These synthetic or artificial leather 
materials will be used not only for 
shoe uppers but for linings, lug- 
gage, briefcases, handbags, wallets, 
waistbelts and other items which 
ordinarily are made of leather. More 
plastic counters and box toes are 
being produced, to replace leather, 
and plastic welting is already com- 
monly used. 

Currently, these artificial leather 
shoe materials are nowhere near as 
developed in quality and appearance 
as in the U. S., though they appear 
adequate. 

Now, significantly, the Soviet gov- 
ernment and shoe industry officials 
are strongly propagandizing these 


synthetic materials as a “technical 
advance” over leather. They’re 
avoiding any mention or inference 
that such materials are substitutes 
—or that there is an economic ne- 
cessity for their use because of a 
prolonged leather shortage in view. 
Thus, the Russian people have been 
lathered into anticipation that bet- 
ter shoes are on the way because of 
the new and better materials (the 
latter, of course, publicized as a Rus- 
sian invention, emanating from 
Soviet laboratories as a “‘first’’). 


Conclusions 

What general conclusions can we 
draw about the Soviet shoe indus- 
try? What progress has it made, 
and what’s the outlook? How does 
and will the Soviet shoe industry 
“rate” compared with the shoe in- 
dustries of other advanced nations? 

The Soviet shoe industry is cer- 
tainly destined to be one of quan- 
tity. It is today the second largest 
producer of shoes, next to the U. S., 
in the world. Also, the quantitative 
span of pairage output between the 
U. S. and Russia can be expected to 
narrow in the years ahead. There 


is almost no chance whatever that 
Russian shoe output will reach that 
of the U. S. in the 1960’s—and pos- 
sibly not even in the 1970's. 

The rate of advance in pairage 
output of the Russian shoe industry 
is faster today than that of the U. S. 
That’s because it started so far be- 
hind. Russia can “sell” its entire 
productive capacity because demand 
cutruns production. In the U. S. 
shoe industry we produce at only 
75-80 per cent of capacity, even in 
our best years, because with that ca- 
pacity we can more than satisfy a 
demand that is much greater, both 
in terms of total pairage and in per 
capita consumption, than Russia’s. 
When Russia begins to come closer 
to filling demand, ivs rate of shoe 
production, as in all advanced coun- 
tries, can be expected to level off. 

But in appraising Russian shoes 
and its shoe industry, we mustn’t 
fall victim to thinking of shoes in 
the same way as we do nuts and bolts. 
In short, a quantitative evaluation 
can be seriously misleading in ap- 
praising a nation’s shoes or shoe 
industry. Some of the outstanding 
(CONTINUED ON FOLLOWING PAGE) 
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shortcomings of Russia’s shoes and 
shoe industry might be noted as 
follows: 

1) A lack of good quality in its 
shoes and shoe materials. 

2) A lack of technical know-how 
in its shoemaking, plant operation 
and management. 

3) Serious shortcomings in the 
over-all efficiency of operation. 

4) In some instances, exaggerated 
waste of materials, time, manpower. 

5) Little evidence of imagination 
in styling—no evidence of original- 
ity. 

6) Serious shortcomings in the 
national distribution of shoes so 
that shoes are available easily to all 
sectors of the country. 

7) An antiquated retailing 
tem and store layout. 

8) The limit in the number of 
sizes available (though equal in this 
respect to most European countries). 

9) Only fragmentary concepts of 
good shoe fitting. 

10) The grossest distortions 
fair pricing. 

11) Virtually no concept of fash- 
ion and fashion coordination. 

12) Only the smallest recognition 
that the consumer is boss—or should 
be. 

13) An industry (like all in Rus- 
sia) plagued and retarded by the 
confusions and frustrations of bu- 
reaucratic red tape, which affects 
everything from the styling and 
quality of the shoe to its retail sale 
and pricing. 

The above illustrate some of the 
bottlenecks of shortcomings of Rus- 
sian shoes, shoemaking and shoe re- 
tailing. However, it must be very 
strongly emphasized that the Rus- 
sians, relative to their previous stan- 
dards, have made tremendous prog- 
ress in their shoe industry. To them, 
they’ve made great strides, which is 
true. But when they boast of “catch- 
ing up” with our shoe industry, it 
is quite evident that, first, they have 
little true understanding of the ca- 
pacity of our industry; and second, 
so typical of the modern Russian, 
he can think only in quantitative 
terms—that is, think of shoes in the 
same way he does nuts and bolts. 

The Russians have a great ad- 
miration for our shoes and shoe in- 
dustry—and an obvious inferiority 
complex about theirs. This inferior- 
ity complex (and it applies almost 
everywhere in Russian production 
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or industry) is, however, serving as 
the very catalyst that is pushing 
their productive output at such a 
high rate. 

So long as antiquated bureaucratic 
overtones dominate the Russian shoe 
industry, the improvement of Soviet 
shoes and the shoe industry will be 
at a much slower pace than their 
currently applied energies justify. 
But there are signs now that in- 
creasing touches of ‘“democratiza- 
tion” in industry and business are 
setting in. There are signs that the 
American way may not necessarily 
be the evil way. The progress of 
the Soviet industry may be expected 
to accelerate and improve. 


Big Producers Show 
Impressive 1959 Gains 
(CONTINUED FROM PAGE 41) 


Shoe Corp. (35.2%); 
Shoe (24.8%). 

Total sales of the top 70 firms 
amounted to $1,807,000,000, a gain 
of over $220 millions or 13.9 per 
cent. Importanly, however, a por- 
tion of these sales include retail 
shoe sales figures, as in the case of 
a number of manufacturing firms 
operating their own retail stores 
(Brown, Genesco, Endicott Johnson, 
etc.) 

For this reason it is virtually 
impossible to calculate average 
wholesale selling price per pair by 
dividing production figures into 
dollar sales figures. In the case of 
many shoe manufacturing compa- 
nies, not only do the dollar sales 
figures include some retail sales 
figures, but may include income 
from other sources such real 
estate, investments, income from 
ownership of supply ‘firms, etc. 

For example, total wholesale 
value of shoe production in 1959 
will be around an estimated $2.3 
billions. The top 70 shoe manufac- 
turing firms showed sales amount- 
ing to $1.8 billions. That represents 
78 per cent of the total, leaving 
only 22 per cent of total dollar sales 
to be distributed among the remain- 
ing 830 shoe manufacturing firms. 
This, of course, is illogical and in- 
correct. We might estimate, there- 
fore, that actual wholesale shoe 
sales of the top 70 firms, exclusive 
of retail store sales and incomes 
from other non-wholesale sources, 
might amount to around $1.3 bil- 
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lion, leaving a total of about $1 
billion in sales to be distributed 


among the remaining 830. 


The Big Five and Ten 

The top five companies came 
through with a combined rise of 15 
per cent in sales. Their total of 
$1.1 billions in sales represents 61 
per cent of the sales made by the 
top 70 firms combined. Or, put an- 
other way, the top five firms had 
combined sales amounting to $700 
millions greater than the next 65 
companies together. 

The Big Ten had combined sales 
amounting to $1,268,000,000, com- 
prising 70 per cent of the total 
sales done by all of the 70 leading 
firms together. The top ten com- 
bined showed a sales gain of 11.7 
per cent. 

The first 20 firms had combined 
sales amounting to $1,448,000,000, 
which accounted for 80 per cent of 
the total sales volume of all the 
70 leading firms together. 

However, it must be remembered 
that if only wholesale shoe sales 
are included, and income from all 
other sources (retail sales, invest- 
ments, etc.) are excluded, the rela- 
tive share of the top five, ten or 
twenty firms would be appreciably 
less. 

Conclusions 

What types of shoes are made by 
the Big 70 shoe manufacturing 
firms? The great majority of the 
production falls into the middle 
price ranges (with a tendency to- 
ward middle-low brackets) in the 
respective types of shoes produced. 

Of the 70 leading producers, 20 
are makers of women’s shoes ex- 
clusively; 17 produce women’s and 
juvenile shoes (usually women’s 
and misses’); 12 produce juvenile 
shoes only; six are general line pro- 
ducers (men’s, women’s, boys’ and 
juvenile) ; four are makers of men’s 
and boys’ shoes; three produce 
men’s shoes only; two make men’s 
and women’s shoes, and two make 
men’s, boys’ and juvenile shoes; 
one each makes men’s and juvenile; 
men’s, women’s, and _ juvenile; 
men’s, boys’ and women’s; and wo- 
men’s, boys’ and juvenile. Of the 
70 firms, exactly half specialize in 
only one classification of shoes— 
men’s or women’s or juvenile. 

Of the 70 firms, approximately 

(CONTINUED ON PAGE 64) 
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Big Producers Show 
Impressive 1959 Gains 
(CONTINUED FROM PAGE 62) 


40 (estimated) make nationally 
branded lines. The remainder pro- 
duce mostly unbranded or private 
label shoes, chiefly for chains and 
mail order. 

Geographically, the 70 leading 
firms were located, by headquar- 
ters, as follows: Massachusetts, 12; 
New Hampshire, 11; New York, 11; 
Missouri, 9; Maine, 6; Wisconsin, 
4; Pennsylvania, 4; Tennessee, 3; 
Ohio, 2; Illinois, 2; and one each as 


follows: Michigan, Maryland, Vir- 
ginia, Georgia, Arkansas, Texas. 
It is obvious that a good share 
of the industry’s production and 
sales strength during 1959 was to 
be found among the top 70 compa- 
nies. These firms accounted for 
more than 54 per cent of the indus- 
try’s total pairage gain of 49,100,- 
000 pairs. While the over-all in- 
dustry gain in pairs was 8.5 per 
cent, the top 70 came through a 
shade higher, at 89 per cent, 
though the Big Ten averaged a 
gain of 9.5 per cent. 
However, among 
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firms in the Big 70, some of the 
pairage gains were on the spec- 
tacular side, several of them aver- 
aging above 30 per cent. 

The same applies in dollar sales, 
with the top 70 showing a healthy 
14 per cent increase. The top three 
(International, Brown and Genesco) 
averaged out a gain of 19.3 per 
cent. Nevertheless, the smaller 
firms amoung the Big 70 also fared 
well, a few with phenomenal in- 
creases of between 30 and 50 per 
cent. 

In pairage, only five firms showed 
losses against 1958, and only one 
firm showed a drop (1%) in sales. 
It has been many years since the 
industry came through with such a 
banner year, with declines so few 
and increases so universal. 


A Plastic for Shoe Heels 
(CONTINUED FROM PAGE 52) 


Films showed that so-called brisk 
walking on level ground produced 
the greatest striking angle, and that 
this angle probably produced the 
greatest bending moment. Repeated 
reviews of the movies revealed that 
a woman places her feet in a much 
more flat-footed manner when run- 
ning or when proceeding up or down 
a grade. It was also shown that 
these actions produced much smaller 
bending loads on the heel. 


Strain Tests 


In the second test, the actual 
amount of the load that high heels 
must bear was determined. Strain 
gages were applied to heels at the 
front and at the back, and a con- 
tinuous record was plotted on a 6- 
channel strain recorder. Again, 
women subjects were used. A com- 
plete record was made of the heel 
strain produced by their doing vari- 
ous types of walking, running, jump- 
ing, dancing, and even gymnastics. 

An analysis of the results showed 
that a heel is subject to the greatest 
stress during its first contact with 
the ground in a forward step. The 
bending force applied at this mo- 
ment averages 20 pounds. Another 
conclusion reached was that the 
greatest degree of bending force is 
placed on a high heel during brisk 
walking over a flat, rough surface. 

When the foregoing research data 
had been accumulated, the next step 


(CONTINUED ON PAGE 66) 
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A Plastic for Shoe Heels 
(CONTINUED FROM PAGE 64) 


was to conduct flex fatigue tests. 
The purpose of these tests was to 
determine the exact load and length 
of time sustained at which thin 
“spike” heels would break or become 
seriously deformed. Some of the 
heels tested were made of plastics 
then in common use. Others were 
made of new Marbon materials. Spe- 
cial equipment was required for the 
tests and a device now called the 
Flex Fatigue Tester was developed. 
The Flex Fatigue Tester is a pneu- 
matically-operated machine. It pro- 
duces a carefully-regulated strain on 
a heel for a precise period of time. 
After all of the aforementioned ma- 
terials had been tested and results 
observed, it was concluded that a 
deformation angle of 30° should be 
considered critical. Any heel which 
became deformed to this extent 
while on test was called a failure. 


A New Plastic 

Once dependable criteria were es- 
tablished through analysis of load, 
strain and flex fatigue testing, Mar- 
bon Research and Development en- 
gineers were able to begin creation 
of a specific new resin, designed to 
meet the demands of thinner, con- 
temporary high heels. The result 
was CYCOLAC GS plastic—evolved 
by applying established test informa- 
tion against resin performance. 

An important percentage of heel 
failures are due to sudden impact 
and overloads. Hence, superior 
toughness, strength, and _ rigidity 
plus high resistance to flex fatigue 
are highly desirable. Retention of 
these properties at high or low tem- 
perature extremes is vital, since 
heels must serve under a wide vari- 
ety of weather and environmental 
conditions. 


Other Important Factors 


In addition to physical properties, 
there are four considerations of 
primary importance in the develop- 
ment of a plastic for high heels. A 
material can quality for acceptance 
without reservation only if the an- 
swers to the following questions are 
“Yes.” 

1. Can the material be machined 
readily ? 

2. Can it be easily 
using a simple system? 

8. Can it be nailed without split- 
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ting? Will it hold a nail for long 
periods without loosening? 

4. Can it be furnished in lightly 
pigmented shades — thus reducing 
the problem of unsightly scratches 
which result from excessive contrast 
between the material color and the 
lacquer color? 


Summary 


The thinner, contemporary heel 
required for women’s high-style 
shoes represents a severe applica- 
tion for a plastic or for any other 
material. To be fully acceptable, a 
plastic must have a good balance of 
physical properties, particularly ten- 
sile strength, rigidity, heat resis- 
tance, and impact strength at room 
and low temperatures. It must be 
possible to mold it readily into heels, 
using conventional equipment. It 
must be machinable, nailable, must 
accept and hold nails, and should ac- 
cept light pigmentation without ad- 
verse effects on its properties. 
Finally, it must be highly resistant 
to flex fatigue. 


Customer Types 
(CONTINUED FROM PAGE 45) 

Try to find out what is on her 
mind. Question her thoroughly to de- 
termine her problem. She will buy 
if you can clarify the problem for 
her. Stick with her. Be patient. You 
will invariably lead her to a sale. 
Do not show her too many shoes. 
This may confuse her. Instead, find 
out which shoes create an interest 
and concentrate on them. Then, with 
your specialized knowledge, show 
how the shoes you suggested will 
best fill her needs. 

The impulsive or impatient cus- 
tomer—This customer is vacillating, 
uncertain, and impatient. She is usu- 
ally nervous and always in a hurry. 
She can usually be recognized the 
minute she walks into the store. If 
she isn’t taken care of immediately, 
this customer will probably walk 
right back out. She usually paces up 
and down the store. She glances at 
the clock. And she gives “harsh 
looks” at anybody taking care of the 
store. 

This customer usually has some- 
thing on her mind and is in no mood 
to waste time. If she doesn’t get or 
hear what she wants immediately, 
she leaves. 

Take care of this customer as soon 
as possible. Acknowledge her pres- 


ence and her anxiety. Tell her she 
will be taken care of soon. Immedi- 
ately, find out what she wants and 
take her the shoes as quickly as pos- 
sible. Do not waste time or give the 
impression of wasting time. 

If you do not have the shoe the 
impatient customer wants, bring out 
a similar substitute. Explain to her 
that what you do have is similar and 
what the similarities are. Do not de- 
ceive this customer—you might lose 
her for good. However, a substitute 
shoe might be bought, so it pays to 
take the chance. 

A short convincing salestalk ac- 
companied by a selection of shoes 
can be helpful with an impatient cus- 
tomer. Don’t be alarmed by the cus- 
tomer’s impatience. Hit the impor- 
tant spots of your sale. Eliminate 
unnecessary details. Fit her fast 
and carefully. 

The deliberate customer — This 
customer knows something about 
what she wants. She is usually slow, 
cool, and deliberate. She expresses 
herself in a determined manner. She 
will ask many questions about the 
shoes that interest her. She will ex- 
pect correct answers. She is well 
informed even though she may ask 
unnecessary questions. She is de- 
termined she will buy the correct 
shoes for her needs. She asks ques- 
tions to convince herself she is con- 
sidering the purchase carefully, and 
trom all angles. 

This customer cannot be forced to 
buy. She carefully considers the 
facts the salesperson presents and 
evaluates their advantages and dis- 
advantages. This customer gives 
the salesperson an ideal opportunity 
to tell what he knows about shoes, 
their fit, and how they satisfy the 
customer’s needs. 

It is possible the deliberate cus- 
tomer will not buy shoes the first 
time she is in the store. She might 
buy them on a return trip. 

Do not rush this customer into a 
decision. Impatience may lose the 
sale and the customer. 

The decided or determined cus- 
tomer—This customer knows what 
she wants. She will make her own 
decision, in her own way, regardless 
of what the salesperson tells her. It 
is very hard to present different 
ideas to an already decided customer. 

Listen carefully to her request and 
fill it quickly. Do not panic because 

(CONTINUED ON PAGE 72) 
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( Advertisement) 


New ‘RIPPLE’ Sole styles to stimulate 
your designers...your shoe sales 


(d) 
A TOUCH O° GLAMOUR... at the throat of a basic tex- 
tured step-in. 


(e) 
DRESSIER STYLE... for the woman who likes a higher 
wedge. 


(h) 
TEXTURED TIE... smooth leather piping traces relaxed, 


easy lines. 
(i) 
GRECIAN COOLERS for Men in popular pebble grain 


leather. 


Designed by famous shoe stylists, these new footwear 
creations are being offered to help stimulate a brand new 
crop of RIPPLE® Sole Shoes. REMEMBER — THE 
DEMAND FOR TREND-SETTING RIPPLE® Sole IS 
BIG ... and must be met with new top-fashion styles. 
Just because one or two numbers in your line are doing 


a bang-up job ... DON’T REST ON THESE LAURELS! 


February 15, 1960 


(a) 
“LITTLE GIRL” CHARMER gone sophisticated! Contrast- 
ing textures. Women’s sizes. Demi-wedge. 


(b) 
ANKLE STRAP...RIPPLE® heel only...as a unique 
change of pace. 


(ec) 


SMOOTH DOG COLLAR accents a smart textured boot. 


(f) 
BOYS’ DRESS TYPE...new lines, contrasting leathers, 
easy on and off. 


(g) 


WING TIP FOR MEN ... for casual and not so casual wear 
...a dressier style on this blissful footing. 


For EXTRA sales let them choose from a wide, wide 
selection . . . and watch those customers come BUY! 
For FREE sketches and/or assistance with original 
RIPPLE® Sole creations, write: Ripple Sole Corp., Mutual 
Bldg., Detroit 26, Mich. 


*TM — Ripple Sole Corp. 
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Fashion Brown... 


Newest Addition 


to the Broadway Line 


2387 
Italian Slipon with 
Quilted Vamp 


2391 


Blucher 
Moccasin 


J. W. Carter Company 


These two high style dress shoes 
represent a group of Broadway dress 
oxfords now finished in the season’s most 
wanted shade — Fashion Brown. 


A true, deep brown, this new shade goes 
unusually well with blacks and the dark 
tones currently so much in demand in 
men’s wear. So — for fast turnover and 
excellent profits, be sure your stock in- 
cludes a complete selection of Broadway 
Models in Fashion Brown. 


For full details, see your J. W. Carter 
representative, or write directly to 


P. O. BOX 30 © NASHVILLE, TENNESSEE 


| 
| 
| 











| establishments. 
| from smaller units run from March 1 to April 1. Many 
| of the larger stores took deliveries during January. 


| shoes and casuals. 
| making these grades had not been able to build up com- 
| fortable backlogs, certainly not to the extent of those 
| reported by manufacturers of the higher grades. Men’s 
| work shoe business, however, continued to lag. 


Manufacturing News 





New England 


WITH January sales out of the way, smaller retailers 
throughout the north have stepped up their buying of 
women’s spring shoes. These are stores which tradi- 
tionally buy late, in small quantities, and then depend 
on in-stock departments after the selling season has 
opened. 

With these orders on hand, New England manufac- 
turers now have a much clearer idea of how to plan 
their in-stock operations and have stepped up their 
production schedules accordingly. Still in the lead: they 
report, are black, white, bone, blue and red. This fol- 
lows the trend established earlier by the larger retail 
Delivery dates on these late orders 


In the men’s shoe division of the industry, the first 


| week of February saw an increase in orders booked 


by manufacturers of medium and lower grade dress 
With some exceptions, companies 


Shipments against old orders have given the leather 


| market a semblance of activity. Comparatively little 

| new business, however’ was done during the closing 

| days of January. 

| weights were more active than women’s. Kid leathers, 

| on the other hand, have been moving steadily at firm 

| prices. Chief interest has been in suedes and crushed 
finishes. 


In calf and side leathers, men’s 


New York State 


PRODUCTION in upstate New York shoe plants 


| has accelerated in recent weeks, as lagging orders 


have been received. Several firms recalled workers 
or announced plans for expanding employment and 


| output. 


Manufacturers have found it hard to explain why 
ordering has been so erratic since December. Some 
companies blame it on pricing. Others on inventories 
or the late Easter date. Of course, the weather is 


| always a convenient scapegoat. 


Settlement of the steel strike helped considerably 
in all branches of industry, including shoes. Factories 
found the strike a big factor in some areas; not too 
important in others. 

Financial reports of major shoe manufacturers re- 
leased to date, show profits for 1959 outstripping 
good gains in sales volume. New York manufactur- 
ers have confirmed sizable sales increases but have 
been reluctant to talk about profits. It now appears 
that their net will approach the national average. 

However, New York shoe producers are doing their 
utmost to achieve efficient and profitable operation 
and overcome what they believe to be a difficult com- 
petitive position stemming from built-in costs. 
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For the first time in its history, Endicott Johnson 
Corporation will open a plant in the South. This will 
give the firm the advantages of plentiful labor, low 
rent and taxes. Further opportunities are apparent 


in the proximity of the plant to the expanding retail | 
markets in that area. For several years, the company | 


has operated a few small plants in Pennsylvania, 
where the business climate is regarded as more ad- 
vantageous than New York. 

Within recent years, other manufacturers have 
moved to or expanded in Maine, Massachusetts, 
Puerto Rico, Ohio and Missouri. On the other hand, 
a maker of children’s and teenage shoes is doubling 
upstate New York plant operation. And another New 
York City manufacturer has shifted some of his pro- 
duction upstate. 


St. Louis 


THE EFFECT of the setting forward of the date 
of the Leather Show is being felt among St. Louis 
leather men. They report that their business is al- 
most standing still; that producers are not yet ready 


to commit themselves for fall footage, although the | 
Show was two months ago; and that some manufac- | 


turers have a backlog, particularly of black calf, on 
which to draw. 


Leather representatives indicate also that the unlined 


women’s weight calfskins are getting the nod over 
the lined weights. 


promptly. 
selves in a jam within a short time. 

Local stylists offer an opposite opinion. They re- 
port that the earlier show dates gave them consider- 


able help in planning their fall and winter 1960 lines. | 
Volume houses feel that a dull waxy finished leather | 
may run ahead of highly polished types for women’s | 


fall footwear. Women’s high style houses are eyeing 
the volume potential of washable whites and dyeable 
suedes. 

Greatest lag in spring and summer orders is com- 
ing now from the women’s category. Since dressy 


shoes are finding poorer demand than casuals, one 
women’s maker has shifted his emphasis from dressy | 


to casual, hoping to capitalize on the national trend 
toward more hours of relaxed living. “Many women 
find they are spending fewer and fewer hours of the 
summer day all dressed up in high heeled shoes. It 


may be that summer casuals styled to look a little | 


bit elegant will be the answer to summer volume,” 
the firm spokesman said. 

Some industry sources mention too high pairage 
production last year as the important factor slowing 
down women’s spring orders, but manufacturers do 
not look upon the 1959 high production totals as 
OVER production. 


There’s one sure way to make our rockets soar—load ’em 
with household bills. 

Among the things that money can’t buy are the things 
it used to. 

A woman customer is someone who will keep trying on 
shoes until the salesman has a fit. 


February 15, 1960 





The unlined sell for a premium | 
price. Unless producers order their fall leather needs | 
sources say, the tanneries may find them- 








BABY FEET 


GRIP ..| 
GRASP 


FLEX oe 


they need— 


family of Goriee 


BABY SHOES 


PRE-WALKERS 


For the carriage age, 
soft, flexible hand-last- 
ed Buntees . . . let little 
toes grip and grasp. 
Moccasins were Amer- 
ica’s first baby shoe. 


INTERMEDIATES 


For the play pen stage 
Buntees give maximum 
foot freedom. Smooth, 
one-piece vamp, mould- 
ed counters and flexi- 
ble NIVTOP soles cover 
the foot without restrict- 
ing development. 


LEARN-TO-WALKS 


For romping, rambling 
and those first steps, 
Buntees maintain all the 
basic features of foot 
freedom, plus a Good- 
year stitched leather 
midsole for added sta- 
bility. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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*TM Reg. So 2 : 3 & 


Ww eejun 


Sovereign 
b 


BASS 


Square toe on a round sole... 
ultimate refinement of the 
Slim Slip-On look of understated elegance . . . 
with newly low-cated decorative stitching. 


This shoe will be nationally advertised in 
SPORTS ILLUSTRATED — March 21, April 11, 
NEW YORKER — April 9 


& 
Featured Shoe: Style 467 or 466 


Sales Come Easily When You Carry 


G. H. BASS & CO., Dept. BS2, ‘Wilton, Maine 614 Marbridge Bidg., N.Y. C.1, N.Y. 
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“This Is a Stickup” 


by BESS RITTER 


Even though it goes without saying that two of the most 
important fixtures in your shoe store are (1) your cash 
register and (2) your store safe, you may not have given 
enough thought to the possibility of a gun being stuck in 
youl ribs and these words breathed into your ears: 

“Mister, this is a stickup!” 

According to a recent FBI report, one burglary takes 
place every 1.12 minutes, and one holdup takes place every 
8.8 minutes—and a large percentage of these true-to-life 
“chiller diller” episodes do take place against the backdrop 
of stores just like your own. 

That’s why it’s so vital to ask yourself the following 
questions in regard to your store’s money and where you 
keep it—and then take all possible precautions: 

1—Do potential bandits know where I keep my money? 
The answer to this should be an unqualified “yes,” as far 
as your safe is concerned, because the more publicly it is 
displayed, the less opportunity burglars will have to go to 
work on it. So DO keep it in the front of the store, within 
full view of the window if possible, where it can’t be missed 
by day. DO play a spotlight on it all night. DON’T con- 
ceal your money in the store office or basement, where your 
thief will be as closely hidden as your cash, because then 
he’ll be able to work at opening your safe as long as he 
has to without fear of being seen. Another reason why it 
is unwise to make a secret of where you keep your money 
and how you keep it is because burglars who are looking 
for cash may do extensive damage in the process. 

2—Do I tempt potential burglars by displaying excessive 
cash? Obviously, a dishonest person who sees a drawer 
chock full of money each time the register is rung is going 
to think about taking it, so DO remove excessive funds as 
frequently as is necessary. leaving only enough for making 
change and paying off deliveries. This should always be 
done quickly and unobtrusively at different times of the 
day so that the normal work routine is not disturbed. The 
money safe should be opened as infrequently as possible 
for the same reason, because the more times it is opened, 
the more opportunities a burglar is given for making a 
holdup. But even so, a safe should hold no more surplus 
cash than is absolutely necessary. Consequently, average 
requirements should be determined for the average day. 
Everything beyond this should be transferred to the bank. 

A flash of cash when making deposits is also a tempta- 
tion; consequently take every precaution by: 

Going to the bank at a different time each day. 

Taking a different route each day. 

Never go alone. Instead, a trusted employee should walk 
on the other side of the street, or sit beside you if you drive. 

Never go at night, even though night depository facilities 
are always available. 

Your best bet, of course, is an armored car pick-up ser- 
vice, if your receipts are large enough to warrant this. 

Simply by balancing out the register just before closing 
up, most store proprietors practically ask for a holdup, 
especially when their registers are located right near the 
store’s door, and here is why: Since the store is practically 
empty, it doesn’t take much time for a thief to walk in, 
flash a gun, scoop up all those bills and disappear into the 
night. Other stores, however, avoid this danger by bal- 
ancing out about an hour and a half before closing, since 
there are then plenty of shoppers milling about while the 
money is being transferred to the store safe. Then the small 
accumulation of cash in the register at closing time is also 
placed in the safe, but it isn’t balanced out until the next 

(CONTINUED ON PAGE 74) 
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SAVE $ in sales person's time with SEMCO Sales Fixtures! 


SAVE $ in rent with SEMCO all metal Adjustable Shelving! 


DEPARTMENT STORES TOO 
ARE USING SEMCO RACKS 
INSTEAD OF TABLES FOR SALES! 


They sell more shoes to more people faster. 

They can show flats with optional slip-on shelves. 
They hold maximum number of shoes per square 
foot at shoppable levels. 


SHOE SALE 


Each rack displays for  self- 
selection 132 women's or chil- 
dren's shoes (66 each side) 
or 108 men's shoes (54 each 
side) in only I'/ x 3 ft. of 
floor space—height over all 60 
inches. 


Ideal for displaying _ slippers 
throughout year, also for shoes 
while trimming show windows. 
Lowest price all metal unit on 
the market. 


pr 


a | 


Folds flat for easy storage—no bolts, 
nuts or catches—sets up in a jiffy— 
simply slip frame on base strips, 
racks fall into place automatically— 
then roll to desired position on sell- 
ing 

Frame of 1% inch tubular steel for 
years of service . . . finished in 
beautiful baked-on metallic cinna- 
mon color. . . racks of welded metal, 
satin-eadmium finish. 


S E M C O Company Ls 
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It stores more shoes on the same floor area 


SHOE STOCK SHELVING 


ALL METAL 
. 

40% More 
Stock 
Capacity 
* 

In Only 
Four Sq. Ft. 
Floor Space 
You Can Stock 
e 
168 Pairs 
Women's Shoes, or 
e 
152 Pairs 
Men's _— or 


270 P 
Children’ y y 


SEMCO 
SHELVING 


is used by leading 

department and 

shoe stores alll 

over the country, 

in both stock rooms 

and on the selling 

floor. Gaining up 

to 40% more stock on the same amount of floor 
space. Available in sections, 3 ft. or 4 ft. wide, 
by 12 or 14 inches deep, by 7 ft. 35% inches 
high. Sections are prefinished in a beautiful 
cinnamon brown as a standard color. 


—-©® 
PRESELECTOR 


in “tag type" or . ree 
selector display sells 
more shoes to more _ ee" oh 
people faster. Re- | 
duces selling cost 
by cutting sales per- 
son's time spent with 
each customer. 


Vy 


Tags are placed on * 
the hooks with price 


and style number for 
presentation to the 
sales person. 

. 


The 
selector is designed 
to focus attention 
on the shoes. It is 
fluorescently _light- 
ed, rich in appear- 
ance. 


Constructed of 34" 
square tubing, elec- 
trically welded. 
Shelves are 9" deep 
for women's shoes, 
and I!" deep for 


“ Pity 


SEMCO Pre- (al 


men's shoes. Overall dimensions are 48" wide by 54” high. Finished 
in architectural bronze and the shelves in soft grey. 


HERMANN, MISSOURI 
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Customer Types 
(CONTINUED FROM PAGE 66) 

of the customer’s attitude. If you 
do not have what the customer 
wants, show her something similar. 
Let her know, by your actions, you 
understand just what she wants. 
Ignorance can lose the sale. 

Don’t waste time with unneces- 
sary discussion. It will be hard to 
change this customer’s mind. Don’t 
“sell” this customer. Instead, be a 
good listener. Learn as many facts 
as possible from the customer and 
be very agreeable. Flatter her for 


her knowledge of shoes and of her 
needs. This person wants to show 
her importance. Let her. Show com- 
plete cooperation. 


Retail Trade News 
(CONTINUED FROM PAGE 55) 

the toe and bowing the vamp. Also 
shown was a black patent Julianelli 
sling buckled at the side back with 
an oversized black patent buckle. 
Collar and sling were of white suede 
with black hand-picked detail. 

Four patterns of Life Stride 
golden saddle casuals rated good re- 





MEN’S GOLF SHOE 
#7000 


FULL GRAIN BROWN VERONA 
ELK LEATHER with treated sole. 
Has invisible, patented “Supple 
Foundation Insert” that pro- 
vides maximum comfort and 
flexibility; eliminates spike pres- 
sure; keeps soles flat and 
spikes straight; insulates against 
heat, cold, dampness; provides 
firmer stance and better bal- 
ance. Sizes 6-12; C & D. $7.90 





WOMEN’S GOLF SHOE 
#6000 


Fine moccasin front golf shoe 
specially designed for the 
woman golfer. From proven last 
to quality details, it is built for 
sure-footedness, proper stance 
and balance. Light in weight 
and extremely flexible. Fine 
brown and white smooth leather 
with spiked rubber sole. Sizes 
4-10; AA & B. $6.50 


BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Athletic Footwear Division 


sponse for Famous-Barr’s Paragon 
Shoe Shop. The casuals use “but- 
tery-smooth” leather and stacked or 
wedge heels. The patterns are un- 
lined. 


White Picked for Spring 

in Milwaukee 

RETAIL volume continued strong 
through most of January. Clearance 
sales succeeded in leveling over- 
loaded inventories, according to most 
reports. 

The only thing missing during 
January was the customary ladies’ 
dressy boot business. The bulk of 
this winter’s boot volume came dur- 
ing November and December when 
early snows kicked off the season 
prematurely. Most stores report 
sizeable carryovers of their style boot 
inventories for next fall as a result 
of this winter’s unpredictable 
weather. 

Men’s shoe departments, however, 
experienced an exceptionally good 
cleanout of rubber zipper boots this 
season. 

Ladies’ cruise footwear showed a 
decided improvement over last year. 
Interest was keen in straw, casual 
type shoes. 

Department store sales slips re- 
vealed that a good quantity of black 
and brown calf shoes were sold. 
Patents also accounted for much of 
the January volume. Bone and blue 
proved very popular colors. 

According to one veteran ladies’ 
shoe buyer, red has been a sleeper. 
“Last year, red shoes didn’t move 
for us—this year a lot of our cus- 
tomers have been asking for them” 
he claimed. 

Agreement is general that white 
shoes will be prime favorites in the 
ladies’ apparel field in the spring 
and Easter promotions. 

Dealers expect that spring and 
Easter volume will open with a rush 
earlier than usual, this year. Be- 
sides the gain in the pre-Easter sell- 
ing span, dealers feel that a lot of 
pentup desire to do some shopping 
exists. 

Plenty of optimism prevails. Em- 
ployment and wages are at a peak 
and are expected to hit new heights 
this spring. The prosperity is bound 
to be reflected in shoe sales, accord- 
ing to industry spokesmen here. 

Children’s shoe dealers are pre- 
paring for a big spring season. The 
new, smooth nylon girls’ dress shoes 
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are expected to make a strong im- 
pact. Buyers expect black to remain 
the favorite color for boys’ shoes. 
Men’s dark brown shoes have 
definitely caught on in this market. 
Dealers are hopeful that the trend 
will gain strength this spring and 
help expand the male shoe wardrobe. 


Heavy Spring Promotions 
Started in Denver 


DENVER shoe merchants launched 
heaviest spring promotions in years 
in early February as they closed 
their books on one of the best Janu- 
arys on record.. While the first 
month’s figures emphasized success- 
ful clearances, regular shoe volume 
was either up to normal or ahead 
of a year ago. 

Women’s shoes for spring were 
most important in the past few 
weeks, with more interest evinced 
in smooth leathers than in patent. 
In several leading stores, bone had 
moved out in front — basically in 
pumps with high and mid-heels. One 
retailer said, “I’ve been disappointed 
in my patent promotions thus far 
and am now of the opinion that bone 
is going to be the fantastic seller 


this season.”” Several merchants said 
that they have sold more matching 
bags thus far this year than ever 
before. 

While patent has not hit the stride 
expected, reasons are such that it is 
expected that it will line up as an 
important item in the final analysis. 
For one thing, patent has become a 
year-around basic shoe and, there- 
fore, is not given the impetus at this 
time of year as in former years 
when it was only a spring-selling 
item. Women for the first time find 
patents in their wardrobe and, there- 
fore, are looking to the smooth 
leathers in whitened colors, as well 
as in navy. 

Double needle toes have become 
the most important silhouette fea- 
ture in women’s shoes. A year ago, 
retailers were still finding a demand 
for round or oval toes. “But even 
the diehards have been converted,” 
said a buyer. “Round toes have 
really died out.” 

More slings are being called for 
as spring approaches, in both high 
and medium heels, as well as opened 
up pumps, said another merchant. 
Closed pumps are still big, he said, 


especially when they have self trims 
and open treatments instead of 
bows. He reported strong action in 
bone calf pumps with cutouts be- 
tween side panels and two-tones in 
the whitened tan family and in blue 
with self-braided trim. Another 
merchant said that he sees a strong 
trend toward slings with open toes 
and cut-out treatments—‘anything 
with the bare, easy look.” Elas- 
ticized lacings and vamps are im- 
portant in pumps, along with patent 
slings with dressy draped vamp 
treatments, 

Men’s shoe retailers, more optimis- 
tic than in years, were so pleased 
over their inventory situation after 
clearances, that they said they are 
planning heavier-than-usual spring 
promotions, emphasizing  slipons 
(two-tone, ventilated and plain), 
softness and lightweight of leathers, 
color, high lighting loden green, bur- 
nished browns and black-browns, and 
glove and leather casuals. One store 
reported that 20 per cent of his 
demand is for slipon types of shoes. 
High-riser types of shoes are being 
displayed, but thus far little interest 

(CONTINUED ON PAGE 81) 





SMART! 


y , 
€ 


y rh 2515 — Black patent 
, B, C, D 8% -12: 
. | A,B,C, D12%-4 


2565 — Black pateht 
B,C, D 8% -12; 
A, B,C,D12%-4 


February 15, 1960 


DRESS AND PARTY SHOES 


Everything to please... 


round or tapered 


toes ...‘‘Queen Anne’’, inside wedge or 
‘‘pancake”’ heels... combination lasts, ce- 
ment construction, Neolite soles. Maintained 

quality that builds repeat business. 


2533 — Black patent, 
white piping 
B, C,D 8% -12; 


#599 ma #699 


SOME STYLES SLIGHTLY HIGHER 


6422 —White 

2422 — Biack patent 
B5%-8; 

C,04-8 


2473 — 

Black patent 
B5% -8; 

C, D, 4-8; 
B,C,D8%-4 


STEP MASTER SHOES, INC., GREENUP, ILLINOIS. 
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since 1830 makers of furniture for public use 


HONET 


write for illustrated material. THONET INDUSTRIES INC. 
One Park Avenue, New York 16, N.Y. 
SHOWROOMS: New York, Chicago, Detroit, Los Angeles, 
San Francisco, Dallas, Miami, Statesville, N. C. 


design 3221 





“This Is a Stickup” 


(CONTINUED FROM PAGE 70) 


morning when the store is again moderately busy. 

An equally safe method that works out well for the re- 
tailer who has three or more registers in different depart- 
ments of his store, consists of balancing them out one by 
one, starting as early as three or four o’clock in the after- 
noon, so that only one is in operation when the last balance. 
ing is completed about an hour before closing. In both 
instances, all the checking out “money work” is done within 
the privacy of the office of the store. 

This last precaution is well worth taking in counting 
cash for any purpose, so unless you want to practically 
invite the amateur as well as the professional thief to take 
his share of the greenbacks spread out guilelessly on the 
counter, make counting operations a private affair. The 
office is a good place if it isn’t located so far away from 
the store section that a burglary can take place undetected. 
Some managers of large stores who select this room, have 
actually had it bullet-proofed. 

3—Have I formulated careful “store policy” rules in re- 
gard to my store’s safety, and do I insist on their strict 


| observance? Such rules should include: Never closing up 


at night without being sure that all entrances are carefully 
locked. This sounds obvious, but it’s surprising how often 
someone “just forgets.” Never allowing the store to be 
either opened in the morning or closed at night by just one 
man. The safe way consists of making it a “two man” 
operation, with the first opening the store while the second 
waits across the street. He should stay there until his 
partner makes a pre-arranged signal that all is well. At 
closing time, one employee should leave twenty minutes be- 
forehand and stand watch from across the street. If any 
attack is made on the store, he can summon the police. 

4—Is my safe really safe? In other words, is it heavy 
enough to prevent a burglar from picking it up and hauling 
it off, so that he can open it at his convenience far awar 
from the store? Test it to make sure that three strong men, 
working hard, can’t lift it. Or better still, have it anchored 
to the floor. Js it “fire resistive” or “armored steel?” The 
former type is fine for guarding records from fire, and it 
was good burglary protection before the modern, efficient 
burglar came on the scene. 

is it a “single person” safe? i.e.—Does it require only 
one person to open it? When this is the case, and the 
burglar knows who the person is, the latter must either fol- 
low instructions or risk real bodily injury. However, when 
a safe can’t be opened without using two different keys, 
and the person who holds one of them is not on the prem- 
ises, an attack is pointless—and the burglar knows this. 
Such safes make provision for the cash to be inserted with- 
out opening the safe, as the money is simply slipped into a 
special slot. The fact that it is a “two man” safe is actually 
advertised on its outer surface. 

Two other precautions worth taking: 

Never fail to call a qualified repair man the minute any 
part of your safe isn’t working properly. 

Never fail to call the police whenever your money just 
might be in jeopardy. Such circumstances occur when you 
expect a larger-than-usual cash intake because of a special 
sale, or when any one in the store acts suspiciously, and 
such folks include customers, safe repairmen, and even 
your own “trusted” employees. 

Never attempt to guard the store’s cash with your life, 
when you hear these fatal words, “This is a stick-up.” In- 
stead, follow the instructions of the burglar explicitly, and 
instruct all employees to do the same, because the trans- 
gressor just may be a really ruthless killer. Do signal the 
police if the store is equipped with a silent alarm mech- 
anism but ONLY if no real risk is involved. 
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oes the Fennant Winning Jeam 


for Quality Children’s Shoes in JabUsus ‘sixty 


a 





POSITION POSITION 

Pittsburgh, Western Penna., 
Ed McCann N.Y. State and Metropolitan N. Y Joe C. Fischer Eastern Dhio, Northern W, Va, 
I. V. Kreider Central Pennsylvania William Bailey West of Rockies 











Western Ohio, Michigan, Missouri Va., N. Carolina, S. Carolina 
Harold Reed Kentucky, Southern W. Va. and Indiana Mat Nash and Georgia 


A. J. Mayer New Jersey Kenneth Frankle Wisconsin, Chicago and Illinois 


Cc. A. Mayer Sow od omy Ys Maryland, Bill Kreider Manager | Paimyra, Pa. 
































Foot Traits Regulars... and Foot Traits 
Special Features . . . the winning combination 
in children’s shoes, branded as “‘solid values” 
and your guarantee of solid sales for the ’sixties. 


the SOlidl value shoe 





ED McCANN 
NEW YORK OFFICE AND SHOW ROOM HAROLD REED C. A. MAYER WILLIAM BAILEY KENNETH FRANKLE 


1006 RUTLEDGE STREET 311 WESLEY ROAD 6104 N. WINCHESTER STREET 
“OW 5m siteeT ay CINCINNATI, OHIO OCEAN CITY, N.J. LACANADA, CALIFORNIA CHICAGO 26, ILL. 
OMNCE Plebees, Gnv anit 9.4238 PHONE: GRANDVIEW 1-9006 | PHONE: EXPORT 9-3782 | PHONE: SYLVAN 0-3349 PHONE: UPTOWN 8-6906 





I. V. KREIDER A. J. MAYER JOE C. FISCHER MAL NASH BILL KREIDER 
CENTRAL PENNA. 55 ROUND HILL ROAD 463 ONEIDA STREET 1609 GREENLEAF ST. MAIN OFFICE AND PLANT 
102 N. HARRISON ST. LEVITTOWN, PA. PITTSBURGH II, PA. DURHAM, N. CAROLINA PALMYRA, PA. 
PALMYRA, PA., PHONE TEMPLE 8-0201 PHONE: WINDSOR 6-0362 PHONE: HEMLOCK 1-0046 PHONE: 2-4325 PHONE: TEMPLE 8-923) 


WwW. L. KREIDER’S SONS MANUFACTURING COMPANY, INC. 
Box 311, Palmyra, Penna. 
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(Continued from page 46. 


Another Record Import Year Predicted for 1960 


See also pages 80 and 81) 








U. S. IMPORTS —- FOOTWEAR 


Leather 


Shoes and Allied Products Division 
Business & Defense Services Administration 


U. S. Department of Commerce 


MEN’S & BOYS’ 
1959 
1958 


WOMEN’S & MISSES’ 
1959 
1958 


Infants’ & Children’s 
1959 
1958 


seat for housewear 
959 
1958 


Moccasin Indian type 
1959 
i958 


Huaraches 
1959 
1958 


Skating McKay sewed 
1959 
1958 


Shoes & other ftw. leath. 
soled textile uppers 
1959 
1958 


Alpargatas, upper C. V. 
veg. fiber 
1959 
1958 


Alpargatas n.e.s. 
1959 
1958 


Shoes & other ftw. uppers 
& soles of wool felt 
1959 
1958 


Shoes & other ftw. uppers 
of veg. fiber exec. cotton 
1959 
1958 


Shoes & other ftw. textile 
uppers n.e.s. 
1958 
1958 


GRAND TOTAL 
1959 
1958 


Average price per imported 
pair 
1959 
1958 


PAI 


| 2,826,214) 


Italy 


] 
| VALUE 
| sais 


. 
Ps) 


1,365,863) 7,285,743 
899,282) 4,800,187 


82,699 
25,138 


9,1 
1,524,965) 5,5, 


10,416 
15,490 


246,382| 
184,393| 


99,705 
52,572 


16,342 
6,952 


67,034 
32,694 


39,017! 
17,452) 


48,827 
19,169 





1,462,911) 
645,810) 


736,292) 
276,093) 


46,731 


74,172 


77,907 | 
103,480} 


349 464) 


| 
655 


11,061 


455 
9 485 


270,905| 
256,376| 
| 


207,349 
264,426 
| 


4,985 
10,831 


4,816 
12,088) 
| | 
5,352,204| 18,658,759) 
3,148,808) 11,605,886) 


$3.49 | 
$3.69 | 


YEAR 1959 
YEAR 1958 


West Germany | 


] 
PAIRS | VALUE 


ee 


121,188} 
94,172! 


772,485 

627,416 

| 

46,714) 

31,045) 
| 


240,395 
175,789 





292 
1,019) 


11,330] 
14,131 


| 
| 
| 
| 
| 


| 


10,672! 
9,047) 


15,151) 
15,909) 





1,189 
150 


1,614) 
113 


186,660 
147,461 


1,042,769 
834,377| 
| 





| PAIRS | VALUE | 


(OTHER THAN RUBBER) 
(PRELIMINARY) 


| 

215,396] 229,914 

2,289,071 970,916 
| 


| 
1,272,1 47| 
5,073,989) 


950,493 
2,217,522 


298 


| 


634,422) 
542,415) 


291,264) 


200,364 | 


331,414 
517,124 


133,012 


120 





3,497,356) 


| 1,893,897| 
1,638,738) 
| 


712,705) 


260) 
1,222 


1,511) 
11,048 


203 
| 
| 


674,698) 
471,107 


2,916,954 
2,007,227 
8,884,356) 4,180,652| 
12,082,285) 4,788,674) 


ATé | 


40¢ 


132 


202,828 


| 
| Hong Kong 


PAIRS 


| VALUE 


| 
| 
| 


| 548,525) 501,368 
| 1,705,003) 1,369,229 
| | 


417,454 
760,334 


725,941| 
1,370,655 


ae! ee 
16,624 20,680 
52,159 


43,193 


67,619 
50,326 





561,481} 210,345 
602,935, 190,754 


} 


2,646 
9,630 


9,990 
31,148 


1,913,556) 1,183,972 
3,777,883) 2,394,660 

| —-.62¢ 
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A NEW “PROFIT PROTECTOR” 


So much 
babeevasaksinleyer 


Number of Cost figures - 
pieces in ship- STORE NAME in your store's 
ment, or other code 


desired infor- 48 EX F : 


mation Center line 


621 760 120 prints from met- 
al type. Useful 


Retail selling > $ 1 295 for infrequent- 
price — clear ly changed da. 
and legible ta such as date 
merchandise 
received, etc 











ate The perfect Price-Marking answer for most stores, 
THE BORG-WARNER PLASTIC THAT’S TOUGH, HARD, RIGID large or small—for long or short runs. The secret is 
| the ingenious dial-set bands for frequently changed 
Over a million American women now get an data, plus metal type (Model 22-T) or rubber slugs 
extra lift—and extra wear—from their “spike” shoe (Model 22-S) for infrequently changed data. Mo- 
heels made of CYCOLAC! It walks longer . +s torized models available. Let us send you full in- 
because it takes abnormal shock, constant formation, without obligation, of course. 
flexing, and extremes in temperature . . . better than | geeecesssseeenF i] OUt and mail COUPON for information -ssssssssssses 
any competitive material tested. Small wonder more BSR 260 
and more leading shoe manufacturers are turning to MONARCH MARKING SYSTEM COMPANY 
CYCOLAC for stronger, longer-lasting heels, 216 So. Torrence St., Dayton 3, Ohio 
fewer returns, greater customer satisfaction. 
Without obligation to me, please send information on Model 22 
CYCOLAC Better in more ways than any other plastic Dial-A-Pricer, and sample labels. 


NAME 
GET THE FACTS JERE WRITE TODAY! 


@MARBON CHEMICAL B ome BORG-WARNER 


WASHINGTON WEST VIRGINIA 
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Don’t take our word for it... 


WELLCO FOAMTREADS are 
in the most influential 
ever read by 12 million 


To the ever-growing list of huge-circulation national magazines in which 
FOAMTREAD advertising has been pre-selling the public, WELLCO now 
adds Dr. Spock’s “‘ Baby and Child Care’’. . . the “bible” of child raising 
for over 12-million mothers and the best-selling pocket-size book in 
history. 


Every time mothers refer to Dr. Spock’s book during the next few years, 
they’ll be reminded about the advantages of WELLCO FOAMTREAD 
slippers for their infants and children. Many of these mothers are your 
customers . . . present and prospective. 


Here’s your golden opportunity to capture one of the most lucrative 
long-range segments of the footwear market. When mothers start 
buying their infants’ and children’s slippers in your store, you'll have 
steady, satisfied customers for years to come. Be sure you have an 
adequate assortment of WELLCO FOAMTREADS on hand all year ’round. 
Display them prominently and cash in on this newest addition to the 
WELLCO advertising program. 


another FIRST for 


Foamtread Slippers 


©1999 WELLCO SHOE CORPORATION, WAYNESVILLE, N.C. 


In Canada, FoamTREAD Slippers are made exclusively by Kaufman Rubber Co., Kitchener ,Ont. 
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Another Record Import Year Predicted for 1960 


(SEE ALSO PAGES 76 AND 81) 





U.S. IMPORTS - FOOTWEAR (OTHER THAN RUBBER) 


Leather, Shoes and Allied Products Division bi tee (PRELIMINARY) 


Business & Defense Services Administration 
U. S. Department of Commerce 





Switzerland | Mexico | India Other 


| 


FAIS VALUE | PAIRS | | VALUE | PAIRS | | VALUE PAIRS | VALUE 
— | _ = 4 ie £2 —— 


MEN’S & BOYS’ 
1959 167,591) 1,538,426] 
1958 | 403,840) 1,182,772) 


147,917, 38,269] 33,699, 561,909) 2,361,145 
131,509, 65,266) 52,505, 361,622) 1,037,671 
} 
WOMEN’S & MISSES’ 
1959 | 107,776, 704,823) 
1958 : | 61,098) 471,702 
Infants’ & Children’s gs 
1959 - —— - - fo 29,892} 35,979 
1958 — | 1,080 907 9,967; 10,321 


| 
| 


617,053] 54,612} 43,368) 367,856) 757,541 
362,242) 213,058] 260,139) 338,395) 787,286 
| | 


J 
3| 
| 
| 


Slippers for housewear | 
1959..... 56 265 ,179) 6,549) 298) 9 306,204) 446,845 
1958 - 32) 635) 467] 17 18,840} 71,882 


Moccasin Indian type | | | 
1959 533,177) 512,007) 193} 34 6,671| 11,036 
1958 - | 515,349 454,252| - 242! 814 
Huaraches | 
1959 Kee 83,050 71,260) - — 12,648) 
1958 a . 48,085, 46,132) — - - | 


Skating McKay sewed 
1959... Sohews re - | 1,917| 


Shoes & other ftw. leath. 
soled textile uppers 

1959 26 244) 263} 365 4,881 5,581 234,869) 469,002 

1958 f | 9,178} 10,815, 11,002) 15,049) 85,863) 175,797 


Alpargatas, upper C. V. 
veg. fiber 

1959... a 800 309) - 14,030) 20,789 

1958 ae Ja 4 : 5,642} 9,336 





Alpargatas n.e.s. } 
1959 lt rats 23,380] 9,640 
1958 ; ‘ So a i 210 874 


Shoes & other ftw. uppers 
& soles of wool felt 
1959 
1958 


Shoes & other ftw. uppers 
of veg. fiber exc. cotton | 13 
1959... - | ; —— | | ‘ 95,418 30,198 
1958 : a — - - : 91,305) 114,792 


Shoes & other ftw. textile | 
uppers n.e.s. 
1959 ‘ oe : 50,111} 60,188 
1958... ma — | 16,621] 12,737 
GRAND TOTAL 
eae 275,549] 2,243,758| 1,175,035] 1,355,460| 98,253] —_83,807| 1,760,649) 4,324,287 
1958... : | 164,938) 1,654,474 962,972) 1,005,585} 290,873) 329,774) 928,707} 2,221,510 


Average price per imported 
pair 
1959 $8.14 | 2 § | $2.53 
1958 Satie ala a $10.03 | d | | $2.39 
\ 
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Record Import 
Year Predicted 
(CONTINUED FROM PAGE 46) 

During 1958, when rubber footwear 
was included in these figures, total 
purchases from Japan were in ex- 
cess of 12,000,000 pairs. But in 1959, 
when rubber footwear was excluded 
from this statistical group, the trade 
amounted to about 8,800,000 pairs. 

Q—You have touched on imports 
by country of origin and by quan- 
tity. Now, will you comment on the 
value of imports? 

A—I believe the outstanding de- 
velopment in shoe imports during 
1959 was the case of Italian shoes. 
Imports from Italy in 1958, when 
the average value per pair was 
higher, had a total value of $11,- 
600,000. In 1959, our purchases 
from Italy were at a lower price per 
pair. But the total value of Italian 
imports was up sharply—from $11,- 
600,000 in 1958 to more than $18,- 
600,000 in 1959. 


Retail Trade News 

(CONTINUED FROM PAGE 73) 
has been shown. Stitch and turn de- 
tailing is important in slipons. Two 
and three-eyelets lead in the laced 





shoes in dark brown. 

Retailers catering to teens are 
very happy over their business thus 
far this year. Boots have continued 
popular in green, dirty buck, white, 
black, brown and tangerine shades. 
Cuffed and laced back boots with 
crepe-type soles have been selling 
well. Coin moccasins in black and 
brown have shown a definite up- 
surge. Saddle shoes continue strong, 
especially in black and white, and 
three-eyelet tie oxfords in gray, red 
and black glove leathers and in 
brushed leathers have been selling 
well. Nylon velvet oxfords in black 
with cushion crepe-type soles are 
popular. For dress, pumps with 
Queen Anne heels in black patent, 
bone and brighter colors are in de- 
mand along with black patent shell 
flats. 


Clearances, Rain, Influenza 
Hurt Atlanta Retail Sales 


BAD WEATHER, winter clear- 
ance sales, a late Easter, and a siege 
of flu are resulting in spotty retail 
shoe sales in the Atlantic area. Deal- 
ers aren’t complaining too much. But 
they say sales aren’t as good as they 
(CONTINUED ON FOLLOWING PAGE) 


NEW... For Indoors or Out! , 


BUILT-IN SUPPORT * EXTRA TOE-ROOM 
CREPE WEDGE SOLE * GLOVE LEATHER 





F Whis. $6.40 





BUILT-UP ARCH 


Retail $10.95 


Complete comfort and luxurious foot freedom . . . a brand new concept 
in casual wear for indoors or outside. Built-up arch gives a firm lift. . . 
special last affords extra toe-room. Rich, soft glove leather, quality 
craftsmanship. Sizes 6 to 15, A to EE. Natural, Brown and Black. In 
stock for immediate delivery. Order today. 


THE SCHOLL MFG. CO., Inc. 


February 15, 1960 


213 W. Schiller St., Chicago, Illinois 
3223 E. 46th St., Los Angeles, California 


~ 


2 Famous 


Seasoned Retail 
$ 4.95 
5.95 
|Special 7777 (federan) $ 3.95 


GOTHAM QUALITY BASEBALL SPIKES 


Send 
for 
Catalog 


Style No. 
7500 
6705 
6700 
6607 6.95 
6612 795 


| 
| GOTHAM GOODYEAR WELT GOLF SHOES 


Suggested Retail 


$ 4.95 
5.50 
6.50 





FOR MEN sizes 6 fo 12 
Style No. 

8700 brown moc 
8773 black-white 
8774 brown moc 
'FOR LADIES sizes 4 to 9 
9669 brown-white 
9779 brown-white 


® 


GOTHAM SHOE MFG. CO., Inc 


Suggested Retail 
$ 9.95 
11.95 
11.95 


$ 9.95 
11.95 


ATHLETIC 
FOOTWEAR 


YOU CAN 
DEPEND ON 


Binghamton, NY. 





would like them. 

Department stores are clearing 
winter merchandise, usually, on 
tables off the main department. One 
higher class store moved its clear- 
ance merchandise to the mezzanine 
department where popular price 
goods are normally sold. The store 
reported the mezzanine department 
was doing a good business. Upstairs, 
the more expensive lines weren't 
moving too well. 

Stores report some buying of 
spring shoes. However merchants 
say sales could be better. There 
seems to be unanimous opinion that 
the top two sellers this spring will 
be patent and Bone. This is the re- 
port on the high priced lines as well 
as on popular merchandise. 

Patent pumps are far in the lead, 
say merchants. Bone, however, is 
running a fast second. One dealer 
said Bone, with stacked 17/8 heels, 
will be a big fall item. He said this 
is because outdoor living is increas- 
ing in the South. He also attributed 
it, in part, to the fact that women 
are leaning toward light color 
dresses and informality in both day 
and evening wear. 

The tan family is selling fairly 
well and navy blues are running as 
predicted during spring showings. 

Women are still buying needle 
heels for evening and formal occa- 
sions. However, there are reports of 
more conservative shoe buying for 
street and work wear. 

Merchants feel shopping will in- 
crease in late February. Until now, 
there has been very little squawking 
about price structures. This is an- 
other indication retail sales have 
been hurt during the last few weeks. 


San Francisco Sells Winter 
Sport and Resort Shoes 


THE WINTER OLYMPICS at 
Squaw Valley are expected to pro- 
duce a stimulus for shoe business 
for merchants in Northern Cali- 
fornia. The international competi- 
tions, which start the middle of 
February, will not only bring thou- 
sands of visitors here but will also 
attract more thousands of local 
residents. This is causing an in- 
creased demand for ski boots and 
warm footwear as well as the dressy 
models for the many social events 
both preceding and during the 
Olympic competitions. 

In addition to the cold weather 


apparel, shoe merchants here are 
featuring footwear for resort and 
cruise wear. Among the resort shoe 
collection at Saks Fifth Avenue are 
multi-colored silk Pesante models 
from Italy, as well as_ luxurious 
tapestries, ranging in price from 
$24.95 to $29.95. 

Joseph Magnin is featuring the 
Herbert Levine models with com- 
binations of the new earthenware 
colors. These include a sahara suede 
pump sashed in white dotted silk, a 
lace-gathered shoe of sahara or gray 
haze suede, and an all black number 
of black linen with patent. All are 
priced at $34.95. 

Ransohoffs have a striking black 
patent pump with multi-colored satin 
inserts in the toe, and priced at 
$39.95. 

Spring numbers are already mak- 
ing their appearance in many of the 
shoe salons. These are mostly light, 
open numbers with gay _ spring 
colors. White is the prevailing color 
although black patent is also get- 
ting a strong play. 

The majority of the models are 
open, either toe or heel, or both. 
There is a good variety of materials 
such as Italian raw silk, nylon mesh, 
cotton, straw, suede, patent, and 
calfskin. Heels are mostly of me- 
dium height, although there are 
some tall slim ones and also wedgies. 
Some are stacked. 

Colors include polka dots on white, 
stripes, plaids and patchwork in- 
serts, all in gay and contrasting 
colors. 

The prices on these early show- 
ings run from $12.95 to $32.96. 


Early Spring Shoes Stir 
Interest in Minneapolis 


INTEREST in women’s shoes 
centered in sale merchandise and 
early spring shoes. Store buyers and 
managers said that they had done 
very well with their clearance sales 
of winter shoes, with a variety of 
styles and types moving. 

Black patent, navy calf and bone 
leathers appeared to be the three big 
sellers in spring shoes in that order. 
One specialty shop said that it had 
done well with black patents in both 
closed and open styles, but generally 
closed heel and closed toe was the 
trend. There was the most demand 
for the high (23/8) heel in the 
dressy types, although some medium 
(18/8) heels also appealed to shop- 
pers. 


One store reported that gray shoes 
for spring in a smooth calf had sold 
well. There also was interest in 
nylon lace (mesh) and straw shoes 
for spring. Black and brown calf 
numbers appealed to a few women. 

A variety of resort shoes moved 
during the month. Mist green and 
beige both appealed to travelers 
heading for the Southland. Doeskin 
and fabrics sold well. Stretched 
straw and spectators in three color 
combinations also got the nod of 
shoppers. In the latter, brown and 
white, blue and white, and patent 
and white were sought by winter 
vacationers. One buyer commented 
that he expects the patent and white 
combination to be the “sleeper” this 
year. 

Some casuals also began to move, 
especially the flat heel, imported 
Italian types in open styles. Beige 
and black were especially popular 
colors. In novelty shoes a vinyl and 
lustre combination has been selling 
very well. One buyer reported that 
he hasn’t been able to keep the num- 
ber in stock. 

Business generally has held up 
well, spurred on by the clearances 
of winter merchandise. One depart- 
ment manager said that his busi- 
ness had held up “surprisingly well” ; 
he had expected it to fall off after 
the holidays but that had not 
happened. 

In men’s shoes the traffic in the 
stores was seeking mostly sale shoes. 
What few regular-priced shoes sold 
were mainly basic styles including 
moc toes and wing tips. Black and 
dark brown were the only important 
colors; few of the other shades sold. 
One buyer predicted that dark brown 
would be even more popular for 
spring. Business was a little better 
than a year ago at this time. 

Children’s shoe sales held up well, 
although confined mostly to sale 
merchandise. The head of a chain of 
children’s shoe stores pointed out 
that, with the open winter here, 
school shoes have been wearing out 
faster since boots and rubber foot- 
wear have not been worn much. 
Thus the present replacements. 


Correction 

CORRECTION of caption in Jan- 
uary 15th issue, page 39. Top cap- 
tion, lower right corner, should 
read: “Vanguard,” color treatment 
in vamp giving very fine, elongated 
look to luster kid pump. By Laure. 
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YAR + ooh 


When you stock and SELL d rl izzle hoo: 


REZILTUF 


made of wonderful 


THE BOOT BUSINESS HAS GONE TO HEEL! 
The hardened heel in this boot was proven to 

be spike-proof last winter by actual 

consumer usage throughout the country. 

No other boot can make this claim! 


#305 
HIGH SPIKE 
Puncture-Proof 


PRINCIPLE PLASTICS 


GARDENA, CALIFORNIA 


IN NEW YORK: 5701 Park Avenue 
West New York, New Jersey 


IN CHICAGO: Airo Supply Co., 2732 North Ashland 
OR CALL YOUR NEAREST WAREHOUSE OR JOBBER 


#201* 
Skimmer Flat 
Faille Pattern—Side Fasten- 

ing. Size 5-10. 


Slim toe skimmer flats and low heels 4/8-12/8 heel height. Fits 
low-low heels better than any other boot. Great for slim boot- 
type shoes. (NOT guaranteed for spike heels.) 





#301 
Low Heel 
Faille Pattern. Frog Front 
Fastening. Size 5-10. 


Made to wear with walking shoes, nurses’ oxfords, conventional 
low heels. 6/8-12/8. Also fits new boot-type shoes. (NOT 
guaranteed for spike heels.) 





#302* 
Cuban 
Faille Pattern with Cordé 
trimas illustrated. Size 5-10. 


This very versatile shaped-toe Cuban will fit a wide variety of 
cuban and spool type heels, 12/8-16/8. If accounts must limit 
stock to 3 styles, this boot can be used for mid-spike heels. It 
WILL NOT fit high spike heels. 





#304 
Mid-High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-10 


At last, a real high fashion, beautiful boot for the very popular, 
not-so-high heel. Designed to fit pointed toe, slim mid-high spike 
heel. 14/8-19/8. 
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#305* 
High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-9. 





An elegant foot-covering made specifically to fit the new pointed 
toe, high spike shoes. 21/8-25/8. This boot CANNOT BE WORN 
ON MID-HIGH HEELS. 





@Best combination to fit most shoe styles—with minimum stock. 
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Empire State Show Called ‘Best Yet’ 


Registration on the first day ex- 
ceeded the total for all three 
days in 1959. Weather was fav- 
orable and exhibitors reported 
this was the most successful show 
their association has held. 


By ESTELLE G. ANDERSON 


SYRACUSE, N. Y. — Small, re- 
gional shows seem to be gaining in 
stature and importance. There are 
several reasons: Because they are 

and not too involved, they 
be timed advantageously for 


small 
can 


ness, culminating this year in the 
biggest and best show to date. The 
11th annual convention and show, 
held January 24-26 at Hotel Onon- 
daga, attracted 138 exhibitors. 

The weather was most favorable. 
Instead of snow and sleet, as in 
other years, there were clear skies 
and seasonable temperatures. As a 
result, the exhibitors were unani- 
mous in agreeing that this show 
was the most successful they had 
ever held. 

They registered 335 persons on 
Sunday, the first day. That figure 


New officers of Empire State Footwear Association, Inc., are shown with retiring 


president. 


Seated, from left: Rollin Tuttle, secretary; Wyatt Johnson, second 


vice-president; Howard Peer, president; Bruce Quimby, first vice-president. Stand- 
ing, from left: John Funnell, outgoing president and now a director; Don Johnson, 
sergeant-at-arms, and Edward Fox, treasurer. 


both buyer and seller. They are 
generally not bogged down with the 
problems or considerations that af- 
fect the larger, national shows. 

They are “close to home”; they 
attract not only the local traffic but 
merchants from nearby communi- 
ties and a1 as well. The direc- 
tors or advisory committees for 
these regional shows can pretty 
much agree among’ themselves 
where, when, how and what to ex- 
hibit. 

That, specifically, is how it works 
for the Empire State Footwear As- 
sociation. 


Biggest Show Ever — Over the 
years, its annual convention and 
show has increased in its effective- 


84 


was higher than the total registra- 
tion for all three days last year. 
The second day was almost as good. 
Ordinarily “the lookers come on 
Sunday, the buyers on Monday.” 
3ut this year buyers came, looked 
and bought on Sunday and Monday. 


Definite Commitments — There 
were definite orders and commit- 
ments calling for deliveries rang- 
ing from at-once (from instock) to 
each week right up to Easter. 
Others were for make-up—shipments 
to start April 1 and carry through 
into the summer selling season. 

There were new and interesting 
styles in all lines. Smooth and tex- 
tured leathers, nylon straws, silks 
and cottons were important. The 


rubber companies showed water- 
resistant “over-the-shoe” and 
“without-shoe” styles that were 
chic, colorful, and purposeful. For 
the men, they had rubbers made of 
a synthetic that stretches to fit. 


Officers Are Named—On Monday 
night, January 25, there was a 
cocktail party and banquet and 
prizes were awarded. The annual 
membership breakfast was held the 
next day. 

A new slate of officers and direc- 
tors was elected. They include: 
Howard Peer (president of East- 
wood’s, Rochester and _ Buffalo, 
N. Y., president; Bruce Quimby 
(representative for Bates Shoe 
Company), first vice-president; Wy 
att Johnson (owner of Amherst 
Bootery, Buffalo), second vice-pres- 
ident; Don Johnson (Crosby Square 
Shoe Company), sergeant-at-arms: 
Edward Fox (U.S. Rubber Com- 
pany), continuing as treasurer; and 
Rollin Tuttle (Gilbert Shoe Com- 
pany), secretary. This is Mr. Tut- 
tle’s 10th year in that capacity. 

There was some inquiry into 
dates for next year’s show. In view 
of the earlier Easter date in 1961, 
it was determined that the show 
should be a week or two earlier. It 
was set for January 15-17, again 
at the Onondaga Hotel, Syracuse. 


Newcomers on Exhibit 


List for ‘Shoe Market’ 


ST. LOUIS—Several well known 
branded lines that did not show in 
St. Louis last spring have reserved 
exhibit space at the Shoe Market 
of America in St. Louis, May 1-4. 

Among the 11 lines that will 
show here for the first time are 
Andrew Geller’s Gamins, Wilkes- 
Barre, Pa.; Lassie Slippers, New 
York; Altman Brothers, Cincinnati, 
O.; Caprini, Philadelphia; Child 
Life, Milwaukee; Wellco Shoe Cor- 
poration, Waynesville, N. C.; Sun- 
Cal Footwear, Inc., Los Angeles, 
and Diane, Cincinnati. 

Three major men’s lines new to 
the show are Stacy-Adams, Brock- 
ton, Mass.; E. E. Taylor Corpora- 
tion, Freeport, Me., and Freeman 
Shoe Corporation, Beloit, Wis. 
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NSRA Directors to Meet 


In Florida March 2 to 4 


NEW YORK—A three-day Direc- 
tors Conference of the National Shoe 
Retailers Association will be held 
March 2 to 4 at the Palm Beach 
Biltmore Hotel, Palm Beach, Fla. 
This will be the first time the board 
has met away from the National 
Shoe Fair or some other key market 
week. 

In breaking this tradition there is 
a “distinct advantage,” claims Louis 
Liebson, NSRA president and also 
vice-president and director of Edi- 
son Brothers Stores, Inc., St. Louis. 
The switch will allow members to 
devote more time to industry prob- 
lems and association activities with- 
out the interruptions common dur- 
ing the shoe shows, he points out. 

Conversely, retailers will have 
more time to themselves during mar- 
ket weeks. 

During the conference period, the 
NSRA operating committees will also 
convene to study the improvement 
and expansion of their services. 

Directors of the National Shoe 
Manufacturers Association will be 
meeting in Palm Beach at the same 
time. 


New Ohio Shoe Retailers 
Group Plans Clinic in May 


COLUMBUS, 0.—A regional shoe 
clinic will be held here May 8-10 in 
conjunction with the semi-annual 
Ohio Shoe Fair. 

The clinic, sponsored by the newly 
formed Ohio Shoe Retailers Asso- 
ciation, will embody a series of ad- 
dresses by nationally known indus- 
try leaders. 
cussion of such topics as promotions, 
the training of salespeople, the de- 
velopment of window displays, and 
the value of trade association mem- 
bership. 

Larry Minor of Minor’s Shoe 
Store, Columbus, is in charge of 
local arrangements. 





“Salesmen on the Road,” a regular 
RECORDER feature, does not appear 
in this issue. Bernice S. Decker, 
who compiles it, is ill. It will be 
resumed when she recovers. 
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There will also be dis- + 


Denver Merchant Claims: 


Width Is Key to Fitting Children 


By VIVIAN ANDERSON 


DENVER—“Width is the _ es- 
sence in fitting a child’s shoe; 
length is only secondary. With a 
child’s foot so flexible, it’s humanly 
impossible to find the correct 
length until the width is found 
correctly.” 

This is the belief of Denver’s 
newest children’s shoe retailer, 
William O. Smith. He is owner- 
manager of the Junior Bootery, 158 
Fillmore St. 

Mr. Smith’s years of experience 
and study in fitting and selling 
children’s shoes are being reflected 
in the success of his two-month-old 
shop. The store is in the Cherry 
Creek Shopping Center, known as a 
“prime location.” It’s one of the 
few exclusive children’s shoe 
stores in Colorado, and it’s located 
on what is called Denver’s “quality 
row.” Mr. Smith plans more “jun- 
ior booteries” elsewhere in the 
state later. 


No Shoe Horn Needed—‘Most 
general shoe retailers fit kids’ 
shoes too narrow,” retailer Smith 
contends. “If you have to use a 
shoe horn in a children’s shoe 
store, then the shoes are _ too 
small.” 

The Denver merchant says he 
prefers to hire a man who “knows 
nothing about fitting shoes” and 
train him properly. 

“In two years, he’ll be able to 
handle a shoe store under supervi- 
sion and be a trained children’s 
fitter. In fact, that’s the way I’m 
going to lick the personnel problem 
—train the men here and send 
them out to other stores we'll 
open.” 


“A Personal Relationship’’— 
“Good product, good service, close 
customer relations and a_ good 
price are the general rules to fol- 
low, but we go further than that,” 
the Junior Bootery’s owner says. “I 
explain tannage and construction, 
check the child’s socks, explain the 
different ways to tie shoes, explain 


proper polish. The first thing you 
know you’ve made a personal rela- 
tionship with the parent, besides 
making extra sales in socks, polish, 
etc.” 

Mr. Smith, a young ex-Marine 
(and still active in the Marine Re- 
serve), started his shoe retailing 
18 years ago in a family store, 
W. E. Healy & Son, in his native 
Santa Rosa, Calif. In 1945, he be- 
came manager of the Junior Boot- 
ery in Santa Rosa. 

His success in California is 
proven by the fact that this chil- 
dren’s shop with a 13-foot frontage 
on the “dead” side of a downtown 
street—and with no parking facili- 
ties—grew from $46,000 to $120,- 
000 annual volume. 


Circus Decor—The Denver shop, 
with a normal inventory of 20,000 
pairs, has three entrances—from 
street, patio and mall. A 500-car 
garage is in the rear; high-fashion 
and quality store branches are 
across the street; a quality restau- 
rant is on the basement level. A 
circus decor is used in the store, 
with stuffed animals peering from 
behind cage “bars” on top of the 
walls, just below the ceiling. The 
walls are walnut, the carpeting 
gold, the chairs in aqua and wal- 
nut. 

“But it isn’t the circus decor or 
the two ‘wonder horses’ that 
bring back the customers,” Mr. 
Smith declares. “It’s the fact that I 
guarantee every shoe bought here 
and I insist on Goodyear welts on 
all boots and shoes I have.” 


“A Good Selection”—“I watch the 
stock carefully and order fre- 
quently,” Mr. Smith notes. “I carry 
a good selection of styles. The 
Edwards company (he carries Ed- 
wards’ from $4.50 to $9.95, Shaw- 
Gerwin growing girls’ shoes at 
$9.95, and Devers special makeup 
shoes) is fabulous with fill-ins; 90 
per cent of all shoes are staple 
items.” 

Sizes for growing girls go up to 
9AAAAA’s; boys to 6’s. 





Shoe News 





New Leather Casuals Get a 3-Way Push 


Each of the four Schuster's stores at Milwaukee featured this display on an aisle 
of its shoe department. Golden Saddle women's casuals by Life Stride are set off 
by finished Beauskin hides. Cards tell the story of the leather. 


By BENN OLLMAN 


MILWAUKEE — Footwear sales 
at the four Schuster’s department 
stores here were successfully stim- 
ulated by a recent three-pronged 
promotion. 

Schuster’s, Armour Leather Com- 
pany and Life Stride division of 
Brown Shoe Company pooled their 
efforts to create interest in a new 


shoe leather with a glove-like 
finish. 

The sales promotion announced 
the debut of Armour’s Beauskin 
leather. This tannage is being used 
by Life Stride in the production of 
a new line of women’s casuals. 


Window Is the Key—Media used 
in the promotion included newspa- 
per color ads, window displays and 





Finalists Listed in ‘Brand Name Retailer’ Competition 


NEW YORK —The 20 finalists 
have been named in the shoe stores 
category of the 1959 “Brand Name 
Retailer-of-the-Year’” Competition. 
From this group will be selected the 
country’s top brand merchant of 
footwear. 

The competition is conducted each 
year by the Brand Names Founda- 
tion, Inc. A first-place plaque and 
four certificates of distinction will 
be presented in each retail category. 
This year’s awards ceremony will be 
held in the grand ballroom of the 
Waldorf-Astoria Hotel, May 6. 

Competing in the finals are five 
firms which won certificates in pre- 
vious contests. They are J. L. Cor- 
baley & Sons, Inc., Omaha, Neb. 
(1957); Sholem’s in Champaign, 
Champaign, Ill. (1957, 1958); Flip- 
pen’s Junior Boot Shop, Sandusky, 
O. (1958); Marco Shoes, South 
Miami, Fla. (1958), and Steve’s 
Shoes, Inc., Kansas City, Mo. (1958). 

Others in the shoe stores category 
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vying for top honors are: Children’s 
Bootery, Menlo Park, Calif.; Cireus 
Shop, Elizabeth, N. J.; Dyer’s Shoe 
Store, Inc., Madison, Wis.; Jack & 
Jill Bootery, Gardena, Calif.; Junior 
Boot Shop, Bellevue, Wash.; The 
Junior Boot Shop, Inc., San Fran- 
cisco. 

Also The Junior Bootery, Santa 
Rosa, Calif.; Laird’s Bootery, Red- 
ding, Calif.; Miller’s Shoes, Sharon, 
Pa.; Nylin’s Shoe Store, San Jose, 
Calif.; Owens Shoe Co., Elizabeth 
City, N. C.; Schoenker & Mougin, 
Inc., Moline, Ill.; Teeks Fine Shoes, 
Washington, Pa.; Wallach’s Shoes, 
Ardmore, Pa., and Youthful Shoes, 
Wauwatosa, Wisconsin. 

Each store, together with retailers 
in 25 other fields, will submit exhibit 
books covering its 1959 brand ad- 
vertising, sales training and promo- 
tional activities. Judging these pres- 
entations will be a panel comprised 
of chief executives of stores which 
won first-place recognition last year. 


store interior displays. 

Key to the entire promotion was 
a special window display made by 
Armour Leather Company for three 
of the four Schuster’s stores. The 
eye-catching, educational displays 
were prepared under the guidance 
of Armour representative Bill 
Schulte. 


“Soft as a Colt”—A half-page, 
two-color ad in the Sunday Milwau- 
kee Sentinel kicked off the promo- 
tion. The ad sought to reproduce 
the Golden Saddle color of the shoe 
leather. The copy featured breezy, 
western style phrases. 

The four shoe styles shown in 
the ad, according to Schuster’s 
buyer Les Palmer, are the best 
selling casuals the store carries: a 
gored step-in with a stacked heel; 
a two-eye tie; a moc toe step-in 
and a wedge pump. 


Hide Processing Explained— 
Each 5-by-8-foot window display 
board showed six samples of the 
hides in various stages of process- 
ing. Each stage was clearly de- 
scribed on large printed cards. 
Window mannikins in casual attire 
wore the finished product. 

Interior displays provided the 
final punch. The retail firm spread 
two finished skins on a _ two-step 
display table in the aisles of the 
shoe departments. Included in the 
display were samples of the shoes. 
Small cards alongside told shop- 
pers the Beauskin story. 


Extensive Preparations—Two 
weeks prior to the unveiling of the 
promotion, Mr. Palmer held a “get- 
ready” conference with his depart- 
ment heads. The following week, a 
four-store evening meeting of all 
Schuster’s shoe department person- 
nel was called. Joe E. Bradley, 
sales manager of Brown Shoe’s 
Life Stride division, appeared at 
this session. He outlined spring 
merchandising plans and placed 
special stress on the importance of 
the Golden Saddle and Beauskin 
promotion. 

According to buyer Palmer, “The 
reason for the entire promotion 
was to spice up the normally slow 
month of January. Not only did it 
help us move extra pairage, but we 
are confident that the pull of this 
promotion will run through the 
spring months ahead.” 
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THIS MONTH 


Mid-Season Shoe Fashion Week, No- 
tional Shoe Manufacturers Assn., Na- 
tional Shoe Retailers Assn., National 
Assn. of Shoe Chain Stores and New 
England Shoe and Leather Assn., 
Waldorf-Astoria Hotel, New York. 

February 14-17 

Midwest Shoe Travelers’ Assn., Shoe 

Show, Palmer House, Chicago 
February 21-24 


MARCH 


Michigan Shoe Travelers Club, Summer 
Shoe Fair, Hotel Statler-Hilton, De- 
i, ee March 13-15 


Advance Fall Shoe Market Week, New 
England Shoe and Leather Assn., 
Hotels Statler-Hilton and Sheraton- 
Plaza, Boston . A ae ce GR Se 

Southeastern Shoe Travelers, Inc., Fall 
Shoe Show, Dinkler Plaza, Henry 
Grady, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta April 24-27 

Mountain States Shoe Travelers Assn., 

Fall Shoe Show, Albany Hotel, 
Denver je eid abou 6s A eT 


MAY 


Shoe Market of America, St. Louis Shoe 
Monufacturers Assn., Hotels Sher- 
aton - Jefferson, Statler- Hilton and 
Lennox and St. Louis Merchandise 
Mart, St. Louis .. ite cea) 7 Ca 4 

Northwest Shoe Travelers, Inc., Fal! 
Shoe Fair, St. Paul Hotel, St. Paul, 
Minn. , 1-4 

Popular Price Shoe Show of America, 
New England Shoe and Leather Assn. 
and National Assn. of Shoe Chain 
Stores, New Yorker and Sheraton-At- 
lantic Hotels and New York Trade 
Show Building, New York. . 

Tanners’ Council of America, Spring 
Meeting, Broadmoor Hotel, Colorado 
Springs, Colo... 06% ...May 2-4 

Pacific Northwest Shoe Travelers, Fall 
Shoe Show, New Washington and 
Stewart Hotels, Seattle, Wash. May 7-10 

Ohio Shoe Travelers Club, Fall Shoe 
Fair, Deshler-Hilton Hotel, Columbus, 
Ohio or sida aoe S doo 

Southwestern Shoe Travelers Assn., Inc., 

Fall Shoe Fair, Adolphus, Baker, 
Southland and Statler-Hilton Hotels, 


Inc., 
Indiana Fall Shoe Fair, Claypool 
Hotel, Indianapolis, Ind........May 
North American Factory Management 
Conference and Shoe Machinery 
Show, National Shoe Manufucturers 
Assn. and Shoe Manufacturers Assn. 
of Canada, Netherland-Hil'on Hotel, 
Cincinnati, Ohio ..May 13-16 
Pennsylvania Shoe Travelers Assn., Inc., 
Fall Shoe Show, Hotels Carlton House 
and Penn-Sheraton, Pittsburgh. .May 15-18 
Boston Shoe Travelers’ Assn., Fa!l Shoe 
Show, Parker House, Boston May 15-18 
West Coast Shoe Travelers’ Associates, 
Fall Shoe Show, Alexandr’a and Bilt- 
more Hotels, Los Angeles.....May 15-18 
Midwest Shoe Travelers’ Assn., Fall Shoe 
Show, Palmer House, Chicago. .May 15-18 
Michigan Shoe Travelers Club, Fall Shoe 
Fair, Hotels Statler-Hilton and De- 
troit Leland, Detroit ........May 22-24 
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1005 RUSSETT ELK 
1006 RED 
1007 WHITE 


1000 BROWN ELK 

1001 RED 

1002 PANAMA 

1009 WHITE 
M 4-8 
M 82/12 
M 12'2/2 


M 5-8 
M 842/12 
M 12%2/2 


1004 BROWN ELK 
M 8%/12 
M 12'4/3 


They‘re going like hot cakes 
... $0 assure yourself of extra 
Spring and Summer sales by ordering Play Chums today. 


To place an order, to get the full catalogue or a sales- 
man’s call, write or wire our Children’s Division 


Great Lines °} Footwear 


odman company 


S 16, OHIO 
— NEW YORK OFFICE 


646 Marbridge Building — 34th ond Broodwoy 
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Traffic, Exhibitors Increase at Baltimore 


BALTIMORE — Despite a snow- 
storm and icy streets, the Baltimore 
Spring Shoe Show attracted crowds 
of buyers and hundreds of orders, 
convincing the area’s shoemen of 
the need for continuing local shows. 

In its third and best year, the 
show drew over 200 registered vis- 
itors during its three and a half 
days. The Associated Shoe Travel- 
ers of Baltimore sponsored the 
show January 24-27 at the Lord 
Baltimore Hotel. 


“Best Show” for Some—The 50 
exhibitors—35 per cent more than 
last year—brought buyers from six 
surrounding states and the Dis- 
trict of Columbia. The attendance 
prompted some of the wholesalers’ 
and manufacturers’ representatives 
to comment that this was the best 
show they had ever been in. 

One traveler said the show was 
the first one he had attended in the 
last five years. He said it had been 
a mistake to pass up the opportu- 
nity to exhibit his line in the loca] 
shows of other years. 

Timing Gets Credit—Harry Levy, 
a member of the show committee, 
said that he attributed the large 


amount of interest in the show to 
good timing and the demise of the 
Mid-Atlantic Shoe Show formerly 
held in Philadelphia in January. 

“There was a 25 per cent increase 
in attendance over last year.” Mr. 
Levy said, “and the timing was 
nicely arranged for Easter.” 

It snowed unexpectedly on Sun- 
day, the show’s opening day. But 
that did not scare off the crowds. 
Monday was not so busy, but Tues- 
day and the half day on Wednesday 
brought numerous sales. 


Immediate Delivery Asked—Most 
of the orders placed were for im- 
mediate delivery with the excep- 
tion of some women’s summer shoes 
and sandals, which were requested 
for delivery after Easter. 

Men’s and boys’ shoe styles did 
not show any startling new devel- 
opments this year, though there 
was a pickup in orders for Ripple 
Soles. Slipons and casual types, 
particularly those with Italian-in- 
fluenced styling, were the fastest- 
selling items. 

In women’s shoes Italian leather 
sandals awoke the most interest 
among the buyers. The popularity 





New York Wholesalers Display Spring Lines 


reve 
A359 
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Visiting retailers look over spring merchandise at Powell & Campbell, one of 
the companies taking part in New York Shoe Wholesalers Association's spring 
showing. From left: Harry Kurts, buyer, Paradise Bootery, New York City; 
Harry Weller, president of Paradise Bootery; Edward Lipkowitz, president, 
Powell & Campbell; Larry L. Lebowitz, owner, Larry's Quality Shoes, New York; 
Hy Goldberg, buyer, Jaydar Bootery. Jersey City, N. J.; Lee Goldberg, president, 
Jaydar Bootery, and James P. Ryan, sales manager, Powell & Campbell. 


of the style has been building up 
over the past three years, one man- 
ufacturer said, but this was ex- 
pected to be the peak year. 


Good Sellers Listed — Glove 
leather sandals, both with thongs 
and with straps, were snapped up. 
High carved-wood heels, wooden 
scuffs, squash- or Queen Anne- 
heeled flats and tapered cowboy- 
heeled flats were “terrific” sellers, 
according to one wholesaler. 

This wholesaler said that his 
company’s orders were up 10 per 
cent over last year’s. His prices 
had slipped back to what they had 
been in the early fall. He felt that 
a further reduction in prices should 
not be anticipated since the mar- 
ket was firm and leather prices 
were steady. 


Good Year Ahead—At the rate 
orders were being written, this 
city’s retailers must be looking for- 
ward to a good year. Baltimore is 
a city with a large number of in- 
dustrial workers, and the fact that 
the steel strike is settled and work- 
ers are now earning large salaries 
again is reason enough for shoe 
store operators to be optimistic. 
What the effect of the shipyard 
strike will be, remains uncertain. 


Seminars to Be Repeated 


On Shoe Fitting, Therapy 


NEW YORK—A 10-week series 
of seminars in “Shoe Fitting and 
Salesmanship” and “Shoe Therapy” 
will be repeated here starting Febru- 
ary 23 and 24. Conducting the 
seminars again will be Seymour Hel- 
fant, manager of the Smaller Stores 
Division of the National Retail Mer- 
chants Association and author of a 
sales training series in BOOT AND 
SHOE RECORDER, and Dr. Marvin 
Steinberg, educational director of 
the Podiatry Society of the State of 
New York. 

Classes are held in the board room 
of the NRMA, 100 West 31st St. 
“Shoe Fitting and Salesmanship” 
will be given Wednesday nights from 
7 to 10 by Mr. Helfant, beginning 
February 24. The “Shoe Therapy” 
course will be given Tuesday nights 
from 7 to 10, starting February 23. 

Students may register with Mr. 
Helfant at the NRMA’s 31st Street 
offices in New York. 
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Cowboy Heel from Paris 


Designed by Roger Vivier for Christian 

Dior, this shoe in dark beige suede with 

an olive cast illustrates 1960 novelty 

line—the sole rising up at the square 

toe, and the heel cleverly carved for 

more steady stance while keeping slen- 
der, elegant look at back. 
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Marvin Fortgang Shoes, a leased 
department, is being opened in Bud- 
get Apparel, a women’s apparel 
store at 3449 W. Warren Ave., De- 
troit. Marvin Fortgang, owner of 
the department, has sold for va- 
rious downtown shoe operations. 
His mother, Mr. Anna Fortgang, 
operates the apparel store. The de- 
partment will carry women’s and 
children’s footwear. 


there's no substitute for 


EXPERIENCE 


the BIG difference between 
the Rest and the Best! 


® 
ature’s Own” 


. . . the original straight-last shoe, pioneered and pro- 
duced by Julius Altschul, Inc. is flattered by many 


ae 


imitations . . . equaled by none! 


Constantly improved over the years, “Nature's Own", | 
by Altschul, leads the "johnny-come-latelys” in quality, | 


fit and shoe-craftsmanship. 


Profitable, repeat business is yours with "Nature's | 


Marott’s of Indianapolis Remodels Main Store 


By FLORENCE M. TAYLOR 


INDIANAPOLIS, IND. — Ma- 
rott’s, which celebrated its 75th 
year in November, has “laid the 
cornerstone” for an extensive re- 
modeling of the downtown store. 
The store, a landmark in shoe retail- 
ing here, will undergo a complete 
face-lifting. 

A new front with more than triple 
the present window display space, 
and complete changes in decor on 
the street floor will make the store 
one of the most beautiful yet func- 
tional retail shoe facilities in the 
nation. 


When completed the street floor 
will house a completely new men’s 
department with extensive visual 
selling displays but hidden stock 
areas. The men’s department will be 
easily accessible but tastefully iso- 
lated from the other selling spaces 
on the floor. 

A new, revitalized ladies’ depart- 
ment will fill the rear area of the 
floor. In addition to its “basic mod- 
ern beauty,” it will be highly func- 





and 


shoe stores, 
drive-ins 


shoe 
promotion 
buyers 


tional for volume selling. A point-of- 
sale display unit with an interesting 
water fountain decor will separate 
the two important departments. 

Another area will feature all ac- 
cessories, including hosiery and 
bags, in addition to wrapping facili- 
ties. 

Major changes on the first floor 
will include a lowered ceiling. A new 
stairway entrance to the downstairs 
selling floor will feature walls cov- 
ered with mirrors to give a complete 
visual picture of the downstairs floor 
and add glamour. Departments will 
be divided by planter arrangements. 
Furniture and floor covering will be 
new, and the traffic lane will be 
widened from the entrance to the 
elevators serving the upper floors of 
the seven-floor store. 

The second floor of the present 
building will be remodeled and will 
feature an ultra modern “Hi-Pres- 
tige” ladies’ salon. 

In addition to this main store re- 
modeling, Marott’s will open one new 
branch store, its sixth, during the 
coming year. 


We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 

on fine shoes, 
bought direct 
from the best 
known makers 
are in line with 
our nationwide 
reputation 


Own''—backed by the largest /n- for values! 


Stock assortment of straight last 
children's shoes. 

Try them . . . you're sure to profit 
by our Experience! 


SHIPPED IMMEDIATELY 
FROM STOCK IN NORMAL AND 
SUPPORT CONSTRUCTIONS! 


JULIUS ALTSCHUL, Inc. 
117 Grattan St. * Brooklyn 37, N. Y. 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You 
Set Up a Profitable Operation 


* Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
1215 Washington Ave. Saint Louis 3, Mo. 
Sample Rooms: Los Angeles +» New York 
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Buyers Are Optimistic 
At Motor City Show 


By GRACE GORDON HAY 


DETROIT—Traffic was excellent 
and business was brisk at the 
Spring Shoe Fair of the Michigan 
Shoe Travelers Club. 

Occupying their regular quarters 
in the Statler Hotel were exhibitors 
of approximately 60 lines. They 
found that traffic consisted mostly 
of buyers in an optimistic mood. 


There was no feeling of hesitancy 
among buyers in placing their or- 
ders, as had been noticed in several 
shows previously. In almost every 
instance, exhibitors reported busi- 
ness at least equal to, if not ahead 
of, this time last year. 


Patent and Bone—As usual, pat- 
ent accounted for top pairage in 
women’s dress shoe lines. Bone 
calfskin ranked second followed by 
white. Style preference continued 
to be the tapered, closed pump on 
slender heel. Dressy styles in lustre 





«= in cate 
Shoes feature 
awe ARMATAN leather soles that 
outwear any soling material! 


Policemen, firemen, mail carriers — all men 


Nationally 
advertised in— 


POPULAR 
MECHANICS 


Outdoor Life 


WRITE TODAY for the 
name of your nearest 
Shaw distributor, and 
new style folder and 
catalog, showing our 
complete line of men’s 
casual, dress, work and 
comfort shoes. 


T. SHAW Inc., Coldwater, Michigan 


who find walking an important part of their 
job, insist on long wearing soles. Now you 
can give them super-wearing LEATHER 
soles, with all the comfort and satisfaction 
only leather can give. This new ARMATAN 
resin-impregnated oak leather outwears 
any soling material, protects against 
water damage and retains its shape! 
Note the famous Shaw “heel-to- 
toe cushion” and other fea- 
tures described under the 
illustration. Never have 
you seen such a combi- 
nation of features in 
one steady selling, 
proven style — plus 
the selling power of 
genuine ARMATAN 
leather soles! 

Shaw's unique Trade Builder way of supply- 
ing you with OVERNIGHT service from 
the over 60 Shaw distributors in every sec- 
tion of the country, gives you low inven- 
tories, high profits, and SHOES WHEN 

YOU WANT THEM! 


MIKE Plump black leather with these famous 
Shaw comfort features . . . FULL HEEL-TO-TOE 
AIR-CELL CUSHION . . . CUSHION SIDE ARCH 
SUPPORT . . . RESILIENT METATARSAL PAD, plus 
combination leather counter pocket and backstay, 
storm welt, double ARMATAN leather sole, rubber 
heel, long counter, steel arch, twill lining, Nylon 
stitching, on our fine-fitting No. 1 Combination 
last. IN-STOCK to retail profitably at $14.95 — 
AN INCOMPARABLE VALUE! 





calfskins were quite popular with 
buyers, especially in the bone and 
blue tones. 

A renewed interest in spectator 
styles was noted—probably due in 
part to the late Easter this year. 
With Detroit’s northern climate, 
spectators cannot be worn too early 
in the spring. 

There was also a marked increase 
in sales of women’s casuals at this 
show. Orders were substantial in 
all casual categories, from dressy 
to sport styles, and in both open 
and closed patterns. And casuals 
were shown in a wide variety of 
colors, including many bright pas- 
tels. 


Slipon Boot Moves — The out- 
standing casual style in women’s 
and growing girls’ lines was the 
ankle-high, slipon boot with wafer 
sole and back lacing. This was sell- 
ing best in black, bone, and honey 
unlined smooth leathers. 

For girls’ and misses’ dress wear, 
patent pumps with small bows or 
other trim were best sellers. Here 
again, bone was second choice. In 
this group, preference was shown 
for a little Queen Anne heel and 
the 15/8 mid-heel. 

Outstanding seller for spring in 
boys’ lines was the smoke-colored, 
three-eyelet, moc-toe oxford. Buy- 
ers were also attracted to dressy 
slipons with a swirl-vamp detail. 
Orders on chukka patterns were 
slowing down as might be expected 
this time of the year. 


Fill-Ins for Men—Buyers placed 
fill-in orders primarily in the men’s 
lines. Sales continued very good on 
punched or woven leathers for sum- 
mer wear and on glove leather and 
reverse buck casuals. 

News in canvas footwear for wo- 
men and girls lay in the use of 
fresh new floral prints, and in 
matching “mother and daughter” 
styles. 


Shoe City, a popular price wo- 
men’s shoe store, has been opened 
by Cecil W. Wilburn at 35 W. Grand 
River Ave., Detroit. The store is 
unusual for Detroit in that it oc- 
cupies a second-floor location in the 
heart of the downtown shopping 
area. Mr. Wilburn formerly op- 
erated Women’s Cancellation Shoes 
on the edge of the downtown dis- 
trict. 
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1950-59 Census Report Confirms: 
Population Growth Concentrated in Suburban and Under-15 Groups 


WASHINGTON, D. C. — It will 
come as no surprise, but the Census 
Bureau confirms that the country’s 
population growth during the 1950s 
was concentrated in suburban 
areas. Age-wise, population gains 
were greatest in the groups under 
15 and over 65. 

During the decade, Americans as 
a nation grew a trifle younger. And 
the disparity in the number of ci- 
vilian males and females increased. 

These facts are revealed in sur- 
vey results published by the Census 
Bureau in a report titled “Civilian 
Population of the United States, by 
Type of Residence, April 1959 and 
1950.” 


Boom in Suburbia—In the nine- 
year period, the report shows, the 
country’s civilian population grew 
by 16.1 per cent, from 149.6 mil- 
lion to 173.7 million. Population 
growth in metropolitan areas ac- 
counted for two-thirds of the total 
increase. But 95 per cent of the 


FOR COMFORT. . 


. QUALITY 
AND CRISP GOOD LOOKS! 


metropolitan areas’ growth took 
place outside the key cities in these 
areas—in other words, in Suburbia. 

Outlying sections of U. S. metro- 
politan areas (the Census Bureau 
counts 168 of these areas) grew in 
population from 34.7 million to 50 
million, a gain of 44.3 per cent. 
Meanwhile the population of the 
central cities in these areas in- 
creased only 1.5 per cent to 49.9 
million. Some of these cities may 
show a loss in the April 1960 cen- 
sus, the Bureau noted. 


Farm Decline Continues — The 
percentage of Americans living in 
rural areas, but not on farms, in- 
creased by 63.9 per cent, from 
28.7 million to 47 million. The farm 
population continued its long-term 
decline, losing more than 3 million. 

The 1959 count showed 95.2 
males for every 100 females in the 
civilian population of the country. 
Nine years before, there were 97.3 
men for every 100 women. The 


trend is attributed to growth of 
the Armed Forces, plus higher 
mortality rates for men. 

In 1959, the survey also found, 
the median age of America’s civil- 
ian population was 29.7 years. 
Back in 1950 it was 30.3. 


Thirty-four Per Cent More Chil- 
dren—During the nine-year period, 
the number of children under 15 
increased by 14.1 million, or 34.8 
per cent. Within this age group 
the most rapid rate of growth 
came in suburban areas. 

The number of Americans over 
age 65 increased by 25.4 per cent, 
or 3.1 million. The 30-64 age 
group grew by 11.7 per cent while 
the 15-29 group declined by 1.6 per 
cent. 

(The population report is avail- 
able in booklet form from the Bu- 
reau of the Census, Washington 
25, or Department of Commerce 
field offices for 10 cents.) 
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This is just one of seven popular duty shoes. 
Write for Instock Catalog . 
Style No. 4362X5, $5.60 net 30 days. 
Fast 24 hour instock service. 
KICKERINOS yrge on vas HAMPTON CORP. 


1308 W. FOND DU LAC AVE MILWAUKEE 5, WIS. 
NEW YORK OFFICE, 47 w. 34th ST. 
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UTILITY ARCH SUPPORT 


The Finest Adjustable Molded Arch Support 
on the Market 


UTILITY ARCH SUPPORT has Longitudinal and Metatarsal pockets 
with separate rubber cookies and metatarsal pads for adjustments, 
giving leeway to attain MAXIMUM WALKING COMFORT. This 
versatile arch support comes in reinforced top-grain cowhide with 
double suede lining. 

DON'T TAKE CHANCES WITH YOUR CUSTOMER. 
THE UTILITY ARCH SUPPORT by MODERN. 


SEE YOUR JOBBER OR WRITE: 


MODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N. Y. 


INSIST UPON 





Innes Combines Offices, 


Remodels Downtown Store 


LOS ANGELES—In the interests 
of greater efficiency, Innes Shoe 
Company has combined three of its 
offices—administrative, advertising, 
and account and credit—in a fifth- 
floor location at 712 S. Olive St., Los 
Angeles. 

The company, a retail division of 
Genesco, also has begun remodeling 
its downtown Los Angeles store at 
436 West Seventh St. The first floor, 
which housed men’s merchandise 
and women’s accessories, is being 
converted into a larger men’s de- 
partment. As part of the company’s 
1960-62 expansion program, street 
floor inventories will be increased, 
according to Bruce Allbright, presi- 
dent. 

The second floor will continue to 
feature shoes and accessories for 
women and children. 

Mr. Allbright also anounced four 
promotions. Steve Wachsner takes 
over as manager of the Miracle Mile 
store at 5771 Wilshire Blvd. He suc- 
ceeds Bill Baldwin who moves up in 
Innes’ parent company, Genesco. 


Jack Delaney has been named to 
head the women’s floor in the down- 
town Los Angeles store, succeeding 
Mr. Wachsner. 

George Reichert replaces Mr. De- 
laney as manager at the West Covina 
store, 2753 E. Garvey Blvd. Larry 
White takes over management of 
the Fresno store at 725 Olive St. 


Hofheimer’s Heralds New 


Units with Full-Page Ad 


NORFOLK, VA. — Hofheimer’s, 
which operates 19 retail shoe stores 
in Virginia, announced plans for 
two more with a full-page, two-color 
newspaper ad. The ad, which pic- 
tured each of the present eight Hof- 
heimer’s units in Virginia’s Tidewa- 
ter district along with the new ones, 
prompted “many favorable com- 
ments,” according to President Dave 
Hirschler. 

The company soon will celebrate 
its 75th anniversary, the advertise- 
ment also pointed out. 

Hofheimer’s new units will be in 
the Mid-City Shopping Center at 
Portsmouth, and in the Janaf Shop- 
ping Center, in the Norfolk area. 


Civic Planning Could Have 
Curbed Trend to Branches 


MANITOWOC, WIS.—With suf- 
ficient long-range planning 10, 20 
or 30 years ago, many U. S. stores 
would have been spared the need to 
open branches in suburban shopping 
centers. Furthermore, their down- 
town stores today would be requir- 
ing extra selling areas instead of, in 
some cases, consolidating floors and 
departments. 

This opinion was expressed by 
William Burston, manager of the 
National Retail Merchants Associa- 
tion’s merchandising division, at a 
Chamber of Commerce dinner here. 

The NRMA executive added, “This 
shouldn’t mean that I believe that 
the outward branching of retailing 
could have been avoided. If down- 
town had earlier provided sufficient 
parking, there would probably not 
be any fewer shopping centers to- 
day. But they would be largely the 
smaller neighborhood types.” 

Mr. Burston called for a master 
plan that included the entire trading 
area, industry, local and state gov- 
ernments, as well as retailing. 
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Esquire Polish Moving 
Into Britain and France 


NEW YORK—Esquire Shoe Pol- 
ish will be made and sold in Great 
Britain and France for the first 
time, according to Irving J. Bott- 
ner, president. He made the an- 
nouncement after a survey of the 
European shoe polish market. 

Mr. Bottner leased factory space 
in London. A six-month market test 
in 30 Dolecey chain shoe stores in 
London will begin March 1. Pro- 
duction is planned later this year. 

Plans also call for factory-leas- 
ing, market-testing, and distribu- 
tion in Paris later in the year. 

Products to be market-tested will 
be Spray Shine, Scuff-Kote, Lano- 
Wax, Lanol-White, Boot Polish, 
Suede Beauty, Suede Renew, and 
the Lady Esquire line of scented 
polish for the women’s shoe ward- 
robe. 

Emphasis will be placed on the 
aerosol shoe care products. There 
are virtually none in Europe, Mr. 
Bottner found. He noted a lack of 
variety in polish products in Lon- 
don, Rome, and Paris. 


Retail Viewpoint Helps Decide Children’s Styling 


Howard Curry, Jr., (cen- 
ter) of Howard Curry 
Shoes, Lexington, Ky., 
was one of five merchants 
invited to Herbst Shoe 
Manufacturing Company's 
annual styling committee 
meeting in Milwaukee on 
coming year's shoe fash- 
ions. With him are Wil- 
liam R. Furst (right), 
sales director, and Don P. 
Younger, sales represen- 
tative. Other retailers at- 
tending were Dwayne M. 
Bourret, Francis Shoes, 
Sioux City, la.; Herb 
Narod, Narod & Solomon, 
Brooklyn; Frank Trani, 
Trani's Shoes, San Pedro, 
Calif., and Harvey Gor- 
don, Harvey Gordon 
Shoes, Milwaukee. 





National Chain Leases Five 


NEW YORK—National Shoes, 
Inc., has signed leases for five new 
stores—four in New York State and 
the other in Richmond, Va. All are 
slated for spring openings. The 
chain said the stores are in the Sea- 
way Shopping Center, Watertown, 


N. Y.; the North County Shopping 
Center on Route 9 north of Platts- 
burgh, N. Y.; the Central Islip 
Shopping Plaza at Central Islip, 
L. I.; Monticello, N. Y., and 429 E. 
Broad St., Richmond. The company 
already operates 164 units along the 
Eastern Seaboard. 








outgrown... 
rarely outworn! 


The barefoot feel 

sun-worshippers love! 

The original Cushioned INSOLE 
sandals, with a reputation for 
longer-wear-built-into-every-pair. Heavy- 
grade cowhide straps. Chrome 

soles. Adjustable vamp m= 
for proper fit, and 

extra ‘‘mileage”’ 


Series No. 710 
i Sizes 3-8, 9-12, 13-3 
ae Brown, White, Red, Tan 











PROMOTION BEST-SELLER 


- 
Seton Ae Oe 13-3 With Hoy-way molded sole for flexible 
Brown, White, Red comfort. Priced for volume sales. 


HOY SHOE CO. 1128 LOCUST ST., ST. LOUIS 1, MO 
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Branded Shoes - first quality 
from outstanding makers. 
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Drive Ins 


79-81 READE STREET NEW YORK 7 
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e Trade Literature 


Government Booklet Shows Production Trends 


BIGGER output, fewer workers. 
That’s the story of the U. S. foot- 
wear industry in the 1950s in a 
nutshell. 

These and other significant factors 
indicating growth are brought into 
focus in a new government publica- 
tion, “Industrial Marketing Guide— 
Footwear Industry,” published by 
the U. S. Department of Commerce. 


(You can get a copy for 20 cents by 
writing to the Superintendent of 
Documents, Washington 25, D. C.) 

The 1954 census of manufactures 
reported that 1112 firms were en- 
gaged in the production of shoes. 
There were 248,508 workers. By 
1956 the number of firms had risen 
to 1373. These companies employed 
246,087 workers who drew $186.7 
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He will if you give him extras like... 


FARBERIZED 


INSOLES and WELTING 


. . . because they resist cracking, shrinking 
and curling from perspiration or dampness. 
WHAT IS “FARBERIZING ?” 

Farberizing replaces water soluble tannins 
with a special compound to seal each fiber 
against moisture yet maintain the porosity of 


the leather. 





GIVE YOU MORE 
FOR YOUR MONEY! 





million in pay. 


Per Capita Output Up—tThus, 
while production has been rising 
over the long pull (notwithstand- 
ing saw-tooth adjustments in the 
long-term production curve), fewer 
workers are employed. 

Per capita production of foot- 
wear reached 3.48 pairs in 1957, up 
from 3.33 pairs in 1947. 

More that half of the nation’s 
output of footwear is made in four 
states — Massachusetts, Missouri, 
New York, and Pennsylvania, in 
that order. 

Companies supplying the footwear 
industry will be helped in locating 
potential markets by the 16-page 
guide. The study goes into such 
details as the location, size and 
composition of shoe plants; mate- 
rials purchased, buying habits and 
site shifts. 

Included are a detailed map and a 
table showing the distribution of 
shoe manufacturing employment by 
U. S. counties. 

The booklet was issued by the Of- 
fice of Distribution, Business and 
Defense Services Administration. 


LIA Offers Free Booklets 
On Care of Shoes and Feet 


A BOOKLET discussing foot 
care and telling how to buy shoes 
and how to care for them is being 
made available for consumer dis- 
tribution throughout the U. S. and 
Canada by Leather Industries of 
America. The booklet was prepared 
as a supplement to the March issue 
of Mademoiselle magazine. 

In addition to its use as a cus- 
tomer giveaway in shoe stores, the 
16-page, illustrated pamphlet (re- 
printed by special arrangement be- 
tween Mademoiselle and LIA) will 
be distributed through schools, Fed- 
eral extension service classes and 
discussion groups in farm areas and 
fraternal groups. 

The booklet is titled “Mademoi- 
selle’s Last Word on Shoes.”’ Copies 
are available free on request to LIA, 
411 Fifth Ave., New York 16. 

“Distribution of this easy-to-read, 
informative booklet has been timed 
to break just before and during the 
spring shoe season. It will serve as 
a powerful sales aid for retailers,” 
said Mel Salzman, director of LIA. 
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Washable Nylon Suede 


Casuals Made in 6 Colors 


NYBUCS, new wash ’n’ wear ny- 
lon suede casuals, have been intro- 
duced by Winthrop division, Inter- 
national Shoe Company, for summer 
and vacation selling. 

The lightweight, easy-care casuals 
are available in six colors: Fireball 
red, loden green, burning brown, 
cinnamon, canyon black and grey- 
horn. 

In addition to the moc toe slipon 
shown, a plain toe, two-eyelet tie is 
offered. 


Winthrop's Nybucs casuals 


What's New 


Casual ... and Safe 


Surprise! This dirty buck oxford is a 
safety shoe. Steel box toe is concealed 
by casual styling of this five-eyelet 
brushed leather oxford for on- or off- 
the-job wear. From Hy-Test division, 
International Shoe Company, St. Louis, 
which has added three oxfords and two 
boots to safety line. 





Charcoal Brown by Esquire 
CHARCOAL BROWN boot polish 
has been added to the Esquire line 
by Knomark, Inc., New York. The 
company says the new color is “made 
specifically for the custom-continen- 


tal look of smart black-brown shoes.” 
As an introductory offer, Esquire is 
making available to retailers, with- 
out charge, a counter or window 
sign packed with each dozen cans. 

Another innovation at Esquire is 
an “easy-on applicator,” stored in- 
side the bottle, for lLanol-White 
polish. This mohair applicator, at- 
tached to the cap by a shaft, elimi- 
nates polishing pads. 





It’s Almost Baseball Time! 


Little league shoe is made of Federan 
domestic vinyl fabric by Gotham Shoe 
Manufacturing Company, Inc., Bingham- 
ton, N. Y. This shoe and companion 
men's spike, also of Federan, both have 
leather tips. Both are said to be scuff- 
proof, to withstand rough wear. 
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e About Shoe People 


Lawrence B. Sheppard, president 
of the Hanover Shoe, Inc., Hanover, 
Pa., men’s shoe manufacturers, has 
been named chairman of Pennsyl- 
vania’s newly created State Har- 
ness Racing Commission. Mr. Shep- 
pard, a nationally known figure in 
harness racing, is president also of 
Hanover Farms, Inc., considered 
the country’s largest breeding farm 
for standard-bred harness racing 
horses. 


James H. Cunningham, a sales 
representative for R. J. Potvin Shoe 
Company, was injured seriously in 
an auto collision January 25 near 
Wilmington, Del. At the time he 
was on his way to Washington, 
D. C., to call on accounts. Mr. Cun- 
ningham, who suffered chest in- 
juries, was hospitalized in Wil- 
mington but is now convalescing 
at his Exton, Pa., home. While he 
recovers, Sales Manager Paul De 
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without X-ray 
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Simple... Quick 
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*Pat. Pending 


NEW, IMPROVED MODEL 


Money 
Back 


om $1250 Guarantee 


SLIGHTLY HIGHER IN FOREIGN COUNTRIES 


New, accurate VISUMETER allows both shoe-fitter and customer actually 
to see toe-room, yet gives visual proof of correct fit mechanically. Compact, 
lightweight VISUMETER operates like a scientific gauge. Five simple steps 
... (1) insert VISUMETER in shoe, (2) release lock allowing VISUMETER 
to full length of shoe inside, (3) tighten lock to maintain accurate inside- 
length measure, (4) remove VISUMETER from shoe, (5) hold VISUMETER 
foot to compare length accurately with inside measure of shoe. You 
and your customer actually see the “‘grow-room” in the shoe being fitted. 


against 


Increase customer confidence with accurate fittings. Promote sales with 
available newspaper mats, window cards, etc. If not satisfied, return within 
30 days and your money will be refunded. 


THE LUDWIG CO. 


Children’s Size 
5 to 3 


See “GROW-ROOM” 


5845 HAMILTON AVE. 
CINCINNATI 24, OHIO 





Falco is filling in by visiting some 
of Mr. Cunningham’s accounts. 
e e e 
William Scheft, president of the 
H. Scheft Com- 
pany, will serve as 
general chairman 
of the shoe and 
leather division of 
the 1960 Combined 
Jewish Appeal 
campaign in 
Greater Boston. 
Mr. Scheft is also 
an official of Rich- 
ards of Boston, a 
large retail shoe 
store; Shefley Shoe Corporation and 
Allure Shoe Corporation. He is a 
director of The 210 Associates. The 
drive opens March 13. 
o . * 


WILLIAM SCHEFT 


Harry W. Mason, plant manager 
and a member of the board of 
Miller-Hess & Company, Inc., Ak- 
ron, Pa., shoe manufacturers, has 
been elected president of the Lan- 
caster Manufacturers Association. 
Mr. Mason has just completed a 
year as president of the Central 
Pennsylvania Shoe and Leather As- 
sociation. 

a * e 

Gilbert Wohl is serving as buyer 
and shoe department manager at 
Lane Bryant, Baltimore, where he 
has been employed for three years. 
He succeeds Sidney Roseman, who 
retired after 34 years’ service. Mr. 
Wohl formerly held a similar post 
at the Hecht Company, Baltimore. 


Levon A. Elder, Columbus, O., 
and Wayne Ball, Kirksville, Mo., 
are the 1959 winners of the Gold 
Link Award given each year by 
Mishawaka Rubber Company, Inc., 


Levon A. Elder (left) and Wayne Ball 
(right), top Mishawaka Rubber Com- 
pany salesmen, with M. B. Barrick, vice- 
president and general sales manager. 
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Mishawaka, Ind., to its outstanding 
salesmen in its Eastern and West- 
ern divisions. Mr. Elder is the 
company’s oldest salesman in term 
of service; he started in 1924. His 
territory is Central Ohio. Mr. Ball, 
who started in 1956, covers South- 
ern Iowa and Northern Missouri. 
me o = 

Frank G. Herbst, chairman of 
the board of the 
Herbst Shoe Man- 
ufacturing Com- 
pany, Milwaukee, 
has been invited to 
attend the Presi- 
dent’s Conference 
on Occupational 
Safety at the 
White House, 
March 1-3. Invi- 
tations were ex- 
tended by Presi- 
dent Eisenhower to representative 
national groups concerned with the 
advancement of safety in the in- 
dustrial economy. Mr. Herbst at- 
tended the last such conference, 
held in 1958. His company has con- 
sistently shown an_ outstanding 
safety record. 


FRANK G. HERBST 


Mrs. Delia Griffith marked her 
85th birthday last month by going 
to work as usual in the United 
States Shoe Corporation’s Chilli- 
cothe, O., plant. She has been op- 
erating a vamping machine in the 
fitting room for 24 years, and she 
has no intention of stopping now 
(“I’m going to work as long as I’m 
able to walk,” she insists). Co-work- 
ers and company officials helped 
Mr. Griffith celebrate her birthday 
at a dinner. 

» * 7 

Alfred Hall, proprietor of Brock- 
meier’s Shoe Store in Carlinville, 
Ill., for 30 years, is retiring be- 
cause of health reasons. He has 
sold the business to Sterling Weller. 


Dwight P. Fox, assistant buyer 
of men’s dress shoes in Sears, Roe- 
buck & Company’s shoes and rub- 
ber footwear buying department, 
Chicago, has retired. Also retiring 
is Rubin Apteker, buyer of men’s, 
women’s and children’s slippers. 
Mr. Fox, who joined Sears in 1922, 
plans to travel throughout the U. S. 
Mr. Apteker, with the company 


DWIGHT P. FOX RUBIN APTEKER 


since 1937, will operate a shoe and 

leather consulting business in Salz- 

burg, Austria, and Villa Park, III. 
oe * & 

W. W. Bosweil has been named 
manager of the Macon, Ga., unit of 
Frank Brooks Shoe Stores, Inc., 
succeeding the late J. W. Rycroft. 
Formerly the store’s assistant man- 
ager, Mr. Boswell has been in the 
shoe business for 25 years. 

o * 2 

Sam Steinhart of Blue Bonnet 
Shoe Company has been named 
chairman of the West Coast Shoe 
Travelers’ Associates’ Fall Shoe 
Market Week, which will be held in 
Los Angeles May 15 to 18. 





What are DOCTORS doing 
to HELP YOU SELL shoes? 


ARE YOU making really good profits selling shoes 
recommended by doctors? If you aren’t, here is the 


reason: either you don’t carry Medic’ 


Junior Arch Preservers or you aren’t contacting your 
doctors. Medic dealers, contacting doctors regularly, make 
handsome profits all year around. Medic gives you the 
complete line of feature shoes for children—doctors do 
the rest if you simply keep telling them about Medic’s 


feature shoes...Write today for 


literature, FREE BOOKLET on gg 
prescription fitting. i | 


MEDIC SHOE MANUFACTURERS, INC. ¢ PHILADELPHIA 7, PENNSYLVANIA 
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From The Robert Youngson Production “THE GOLDEN AGE OF COMEDY” 


Dog-gone, I forgot 
Leathers by Irving: 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 
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Producers’ Retail Dealings Probed 


The Senate Small Business Com- 
mittee is studying the operation 
of retail outlets by large shoe 
manufacturers, and the effect of 
this on smaller producers. 


By GEORGE H. BAKER 


WASHINGTON, D. C.—The shoe 
business is headed for a Senate in- 
vestigation. This time it’s the Sen- 
ate Small Business Committee that’s 
asking questions. 

The committee wants to know why 
some large manufacturers believe it 
important to operate their own re- 
tail outlets. The suspicion is raised 
that there may be something illegal 
about manufacturer-owned retail 
cutlets. At this point, however, the 
committee refuses further comment. 

The shoe investigation is one of 
30 subjects named by the Senate 
Small Business Committee in late 
January as being under committee 
scrutiny. 


What About “Little Guy”?—-As 
one committee official explained to 
BooT AND SHOE RECORDER: “We are 
very much interested in finding out 
if some smaller shoe manufacturers 
are at a disadvantage by reasons 
of the retailing activities of some 
of the larger manufacturers. 

“We have reports that some shoe 
manufacturers are being squeezed 
out of retail markets because some 
large manufacturers have made 
deals with chains and with indepen- 
dent outlets, or operate their own 
outlets. 

“We want to find out if this sit- 
uation results in less competition 
in the retail shoe business and in 
the shoe manufacturing business. 
If we find that it does, we may rec- 
ommend legislation to correct the 
situation.” 


“Tight Hold” Cited—“We know 
that at least two of the larger man- 
ufacturers are deeply involved in 
shoe retailing,” the committee offi- 
cial pointed out. 

“We know that some smaller shoe 
manufacturers are having trouble 
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in selling their shoes because of 
the tight hold that larger manufac- 
turers seem to have on the retail 
markets. 

“We want to find out if this is a 
proper practice.” 

Sen. Leverett Saltonstall (Rep., 
Mass.), a committee member, 
charged that secret agreements are 
undermining the independent re- 
tailer. It was at his demand that 
the subject of footwear was added 
to the committee’s list of matters 
for investigation. 


Secret Agreements Claimed—Sen- 
ator Saltonstall charges that the 
“traditional independence of small, 
local shoe retailers is being broken 
down in some cases by _ secret 
manufacturer - retailer agreements 
which bar Massachusetts shoes.” 

“The Federal Trade Commission 
is working on this matter,” he 
said, “but we must continue to 
press legislatively for equal oppor- 
tunities for all manufacturers. The 
shoe industry can be crippled if 
some manufacturers can be ex- 
cluded from prime markets, such 
as the new shopping centers.” 

At Senator Saltonstall’s_insis- 
tence, the subject of shoe imports 
also was added to the committee’s 
list of subjects for investigation. 


Year of the Consumer—This is a 
great year for “consumer” legisla- 
tion in Washington. It’s an election 
year, and congressmen of both par- 
ties are competing hard in their 
efforts to “do something” for the 
consumer and the “little fellow.” 

This particular shoe investiga- 
tion may never get off the ground. 
But the shoe trade cannot afford to 
ignore it. The future pattern of 
shoe distribution may well be 
shaped in part by political investi- 
gations such as these. 

Meanwhile, shoemen’s views on 
this particular problem—shoe man- 
ufacturers in retail trade—will be 
welcomed by the Senate committee. 
Opinions should be addressed to: 
Sen. John Sparkman, Chairman, 
Senate Small Business Committee, 
Washington 25, D. C. 


Weinbrenner Makes 
New Boy Scout Shoe 


MILWAUKEE—Exclusive rights 
to manufacture the new “Hike and 
Camp Shoe” for the Boy Scouts of 
America have been granted the Al- 
bert H. Weinbrenner Company 
here. 

Shipments are expected to begin 
in April. Approximately 3500 stores 
are dealers of authorized Boy Scout 
of America apparel. The shoes will 
also be offered to regular Wein- 
brenner footwear dealers, accord- 
ing to factory spokesmen. 


Ready for Jamboree—The speci- 
ally constructed shoe will be avail- 
able in time for the National Boy 
Scout Jamboree in Colorado during 
July. About 58,000 Scouts are ex- 
pected to attend that big event. In 
addition, a number of other re- 
gional jamborees are scheduled 
during the summer. 

Detail of the shoe is similar to 
the Tyrolean pattern. The sole fea- 
tures a spring wedge to provide 
greater comfort for hikers. 

The shoes are made in oxford, 
six-inch and eight-inch patterns. 
The color is a natural tan. 

The shoe also features a treated 
leather lining and cushion insole. 


Thoroughly Tested — Extensive 
tests were conducted on every part 
of the shoe by the Boy Scouts of 
America before it was granted ap- 
proval. 

The oxford will retail in both 
boys’ and men’s sizes. The prices: 
boys’, $14.50; men’s, $15.95. 

The six-inch pattern will sell at 
$15.95 for boys’ sizes, $17.95 for 
men’s. The eight-inch pattern will 
sell at $17.95 for boys’ sizes and 
$19.95 for men’s sizes. 


Me. Firm Makes Decorations 

WESTBROOK, ME. — Gregory’s, 
Inc., a shoe decorations firm, has 
leased about 5000 square feet of a 
local mill building and will manu- 
facture buckles, bows and other 
trim for women’s footwear. A 
spokesman said the company has 
hopes of employing 200 persons 
within a year. 
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Miss O’Hara Previews Beebe Rubber Steps Up Capacity by 340% 


Shoe-Apparel Trends 


ST. LOUIS—Miss Helene O’Hara, 
fashion director of Allied Kid Com- 
pany, previewed fall fabrics and 
related shoe leathers for’ the 
Fashion Group of St. Louis. She 
addressed some 150 persons—in- 
cluding dress and millinery makers, 
retail buyers and fashion coordina- 
tors, and members of the St. Louis 
shoe industry—at a luncheon in 
the Hotel Lennox. 

In relating foot-notes to trends 
in ready-to-wear, Miss O’Hara pre- 
dicted the return of colored suede 
shoes as natural companions to fur 
tones in fabrics. The walking shoe 
with a sturdier heel (it could even 
be a wedge) was termed the logical 
accessory for the three-quarter suit 
returning to vogue. 

Generally speaking, Miss O’Hara 
grouped textured leathers with 
tweeds and other casual apparel 
fabrics; polished leathers with 
dressier woolens; lusters with more 
opulent fabrics; and colored suedes 
to accent fur-toned fabrics, par- 
ticularly for transition wear. 


Her color story, presented earlier 
to the shoe trade, remained as told 
with one exception. She felt earlier 
that gray had reason to stand 
alone. Now, backtracking, she feels 
that gray, because of its combina- 
tion with brown and black in fab- 
rics, must become a taupe tone with 
a mauvish cast in order to be cor- 
rect. 

Miss O’Hara is a governor of the 
Fashion Group’s national organiza- 
tion. 


Foreign Patents for Ripple 


DETROIT—Mexico and the Phil- 
ippines have strengthened patent 
protection for the Ripple Sole. Mex- 
ico has granted a patent for which 
application was made in 1955, and 
trademark protection in the same 
country was granted three months 
ago. Now negotiations are under 
way to license a prominent rubber 
maker in Mexico to produce and 
market the sole product. In the Phil- 
ippines a patent has been granted 
covering various improvements. 
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NASHUA, N. H.—Larger and 
more modern equipment installed 
in a new plant addition has given 
the Beebe Rubber Company a 340 
per cent increase in production ca- 
pacity, according to E. Colman 
Beebe, president. 

The addition, now in operation, 
is two and a half stories high to 
accommodate the towering machin- 
ery. There is 6000 square feet of 
space on the ground floor, and ad- 
ditional work and storage space on 
overhead platforms. 


Greater Uniformity—Included in 
the new equipment is a heavy-duty 
mixer which, with the older mixer 
still in operation, gives the plant a 
mixing capacity of between 880,000 
and 1,320,000 pounds per week. 
Other new machines include a ma- 
chine to mill the rubber, a batch- 
off machine and a semi-automatic 
compound machine. 

Under the new setup, the com- 
pany says, greater uniformity in 
color, blending and other physical 
characteristics is achieved. 

This is the fifth plant expansion 


Beebe has undertaken since 1955. 
That year, the firm began volume 
production of Ripple Soles and sev- 
eral other new products. 


New Products Coming—Another 
phase of the company’s continuing 
expansion is the construction of a 
new laboratory which was expected 
to open about February 15. This is 
a one-story brick building contain- 
ing 2800 square feet of floor space. 
Here, expert scientists will work 
on quality control and the develop- 
ment of new products and com- 
pounds for the shoe industry. Some 
of these new products will be an- 
nounced soon, said Stanley W. Ben- 
nett, general sales manager. 

In charge of laboratory develop- 
ment is Dana Sanders. In the newly 
created post of laboratory manager 
is George Sadler, formerly director 
of regional sales for the Columbia 
Southern Chemical Company. 

Another addition to the technical 
staff is Coleman Costello, laboratory 
control and factory procedure man- 
ager. He came to Beebe from the 
adhesive division of Compo Shoe 
Machinery Corporation. 





Pointed Toes Gain Key Spot in Fortune Line 


NASHVILLE, TENN.—The 
pointed-toe shoe has been the success 
story of the men’s shoe business 
for more than a year, according to 
officials of Fortune Shoe Company, 
a division of Genesco. 

Fortune says the 
“points” started as “‘sec- 
tional” shoes in their 
line but have grown to 
an important category. 
The company stocks 15 
styles. Fortune claims 
demand has_ exceeded 
supply since the styles 
were introduced more 
than a year ago. 

Styles include plain toe, slipons, 
wingtips, swirls and center seams. 
There are also closed seams with 
shadow antique. The company has 
included baseball stitching, nailhead 
decorations and also a buckle strap 
model. 

The leathers vary from alligator 


and lizard prints to kangaroo. The 
pointed patterns, says Fortune, are 
also adaptable to two-tones and 
leather combinations, including 
suede. 


Four-eyelet pointed-toe shoe from Fortune has U- 
throat pattern and is made of brown kangaroo with 


alligator print saddle. 


Colors run the scale from solid 
whites to solid blacks. There are 
grays, greens, all shades of brown, 
and even bright reds and blues. 

Fortune predicts a great future 
for the line. The company also re- 
ports that points are now being in- 
cluded in its boys’ line. 





Michigan Shoe Travelers 


Re-Elect Ashley Adams 


DETROIT—Ashley B. Adams, Jr., 
a sales representative for Mishawaka 
Rubber Company, Inc., was re- 
elected president of the Michigan 
Shoe Travelers Club at the annual 
meeting late last 
month. 

Other officers 
elected and _ in- 
stalled at the same 
meeting were: Sid- 
Abramsky, 

Hood divi- 
Brown Shoe 
Company, vice- 
president; John 
Shelby, H. Gordon 
Shoe Company, 
treasurer, and Edmund D. Mansfield, 
Jr., Herbst Shoe Manufacturing 
Company, secretary. 

The board of directors consists of 
E. W. Jensen, Alfred Apple, C. E. 
Armbruster, Earl C. Gregg, Curtis 
W. Johns, George H. Lawson, J. A. 
Mogle, Jerry Rice and Ben Stark. 

The new officers and directors 
were sworn in by S. S. Weiss, past 


ney 
Robin 


sion, 


ASHLEY ADAMS, JR. 


president of the National Shoe 


Travelers’ Association. 


Nylon Velvet Sales Soared 


During 1959, NSFA Says 


NEW YORK—Sales of nylon vel- 
vet shoes jumped from 700,000 pairs 
in 1958 to 10 million pairs last 
year, according to member firms of 
the National Shoe Fabric Associa- 
tion. They predict a further increase 
of 25 per cent in 1960. 

Children’s shoes account for the 
bulk of 1959 pairage. But nylon vel- 
vet also was used extensively in wo- 
men’s daytime and evening shoes at 
both the popular price and salon- 
type levels. 

According to the fabric makers, 
other areas opening to nylon velvet 
include campus shoes, sport boots, 
high-heel boots for daytime wear, 
and boudoir-type boots. Flats for 
sport and dress wear and mid-heel 
pumps will feature the fabric in high 
colors. And sampling has indicated 
strong interest in nylon velvet for 
men’s casual and evening shoes, the 
companies say. 
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THE WILLIAM BROOKS SHOE 


“World’s largest independent manufacturer of boys’ welt shoes” 
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Fred Trezise Named Head 


Of Shoe Board Conference 


BOSTON—Fred W. Trezise has 
been elected president of the Na- 
tional Shoe Board Conference. He 
is vice-president of the George O. 
Jenkins Company, Bridgewater, 
Mass. 

Mr. Trezise suc- 
ceeds Robert Fuller 
of the Colonial 
Board Company, 
Manchester, Conn. 
Newly elected vice- 
president of the 
Conference is Rus- 
sell Hinman of 
Penacook Fibre 
Company, Pena- 
cook, N. H. 

The Conference seeks to keep gen- 
uine shoe board products “in step 
with the ever-changing shoe styles 
and technology.” Said Mr. Trezise, 
“It is necessary for every member 
to be more alert than ever to chang- 
ing style trends.” 

Mr. Trezise is a graduate of Har- 
vard Law School. He was a member 
of the Industry Advisory Committee 
to the Office of Prize Stabilization 
during the Korean War. 


FRED W. TREZISE 


Some Shoe Lasts May 
Stay on Duty-Free List 


WASHINGTON, D. C.—Duty-free 
imports of certain shoe lasts may be 
continued by Congress for another 
two years. At present the suspen- 
sion of import duties on some shoe 
lasts is to end August 7. 

The duty-free status applies only 
to a relatively few specialized lasts, 
production of which would be highly 
uneconomical in the U. S. 


Limit on Truckers Barred 


BOSTON—A petition sponsored 
by the New England Shoe and Leath- 
er Association opposing any limita- 
tion on multiple pickups and deliv- 
eries by motor carriers has been 
acted on favorably by the Interstate 
Commerce Commission, according to 
Maxwell Field, NESLA executive 
vice-president. However, the com- 
mission permitted the carriers to in- 
crease their per-stop charge from 
$9.40 to $10.25. To this NESLA had 
made no objection in its original pe- 
tition. 
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NSFA Starts Bi-Monthly 


Meetings to Spur Business 


NEW YORK—The National Shoe 
Fabric Association has started a se- 
ries of bi-monthly membership meet- 
ings to discuss “matters of immedi- 
ate and long-range concern to the 
shoe industry.” The meetings will 
alternate between New York and 
Boston. 

First session was held last month 
in New York. Another is set for 
March 17 in Boston. 

According to a spokesman, “NSFA 
members are using these meetings to 
find ways of improving the sale and 
quality of shoe fabrics, by helping 
the shoe manufacturer and retailer 
to win additional consumer accep- 
tance of fabric shoes.” 


Frye Again Will Feature 
Suede in Cowboy Boots 


MARLBORO, MASS.—Suede has 
proved a profitable addition to the 
cowboy boot line of John A. Frye 
Shoe Company, the firm says. As a 
result, Frye, which introduced 
suede for men, women and children 
in its spring line, will continue it 
in the fall boot line. 

The suede is treated with Scotch- 
yard, a weatherproofing process 
which reportedly renders the suede 
washable. 

“Suede has always been noted 
for its richness and softness,” said 
Donald A. Ireland, company presi- 
dent. In the past, one defect pre- 
vented it from being used widely, 
namely its tendency to mat and 
board when subjected to rain.” 
He said the protective treatment 
has now solved this problem. 


Campus Homecoming 


When Texas Technological College held 
annual homecoming, these 35-year-old 
boots joined returnees. Freshman Nancy 
Decherd wore the boots, originally de- 
signed for her uncle in his student days 
by Nocona Boot Company. Each boot is 
inscribed with "Texas Tech" and the 
head of a longhorn steer. 





Canadian Firm Leases Plant 


TORONTO, ONT.— Perth Shoe 
Company of Perth, Ont., has leased 
a 27,000-square-foot plant at Alex- 
andria, Ont., south of Ottawa, to 
produce children’s shoes. Brown 
Shoe Company of St. Louis recently 
acquired a controlling interest in 
the Perth firm and its wholly owned 
Ontario subsidiaries, Lockwedge 
Shoe Company and Scott Shoe Com- 
pany. 


Bambi Footwear Expands 


BROOKLYN — Bambi Footwear, 
Inc., a maker of children’s footwear, 
has taken over an additional floor in 
its present building at 945 Atlantic 
Ave., here. A spokesman said the 
company will be able to enlarge its 
production. 


Vulcan Corp., Last Maker, 
To Open St. Louis Center 


ST. LOUIS—Vulcan Corporation, 
manufacturer of shoe lasts and 
woodenware products, will occupy its 
new service center building in St. 
Louis in early March. 

A modern brick and glass one- 
story structure, the center will ac- 
commodate the sales office and de- 
signing office formerly housed in the 
firm’s old building at 1515 North 
25th St., St. Louis. The recently con- 
structed quarters are at 2348 Hamp- 
ton Ave. 

Except for sole patterns, no man- 
ufacturing activities will be car- 
ried on at the new building. 


Syl-mer Silicone Finish 
Promoted for Footwear 


MIDLAND, MICH. — Dow Corn- 
ing Corporation this spring will 
launch an expanded promotional ef- 
fort for its Syl-mer silicone treat- 
ment for leather. The company will 
stress waterproof boots and work 
shoes in ads in such publications as 
Sports Illustrated, Field and Stream, 
Saturday Evening Post and others. 
The campaign will continue into 
1961. 

The Syl-mer footwear advertising 
also will feature an endorsement by 
professional football halfback Frank 
Gifford of the New York Giants. 
Gifford was scheduled to open the 
campaign during a personal appear- 
ance at the Dow Corning plant in 
Midland this month. 

Syl-mer-treated boots are said to 
repel water yet permit the leather to 
“breathe freely.”’ Syl-mer formerly 
was known as Sylflex. 
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Dunham Realigns Territories as Three Retire 


BRATTLEBORO, VT. — Dunham 
Brothers Company has announced 
the retirement of three veteran 
salesmen, realignment of sales ter- 
ritories in Massachusetts, Southern 
Vermont and Southern New Hamp- 


ROBERT E. OSGOOD CARLTON F. BARBER 


shire, and the addition of three new 
representatives. 

G. D. Mason, vice-president and 
treasurer, said the Dunham line, 
furthermore, has been split in the 


HARRY J. OSTERMAN JOHN E. DEYO 


realigned territories. Red Ball foot- 
wear and Dunham leather shoe lines 
are now being sold by separate 
salesmen. 

Retiring are Carlton F. Barber, 
Robert E. Osgood and Arthur J. 


Hickey. Mr. Barber, with Dunham 
for 43 years, covered the Manhattan 
territory. This now has been divided 
between Robert Alford, who will sell 
Red Ball footwear in the Metropoli- 
tan New York area, and Daniel Zim- 


ARTHUR J. HICKEY NORMAN WOOD 


kin, who will cover the same terri- 
tory with the Dunham leather lines. 

Mr. Osgood, 38 years with Dun- 
ham in Southern New Hampshire, 
will continue managing his own 
business affairs, including operation 
of the Bristol Clothing Company, 
Bristol, N. H. 

Mr. Hickey has been with the com- 
pany since 1931 selling in North- 
western Massachusetts, Southern 
Vermont and Southeastern New 
Hampshire. 

Newly appointed salesmen are Nor 
man Wood, John E. Deyo and Harry 
J. Osterman. 

Mr. Wood will sell the Red Ball 
line in a newly created territory 
comprising Southern Vermont and 
Southern New Hampshire. Selling 
the Dunham leather shoes in the 
same territory is H. Lyle Cunning- 
ham, transferred from the North 
Shore area of Eastern Massa- 
chusetts. 


Mr. Deyo and Mr. Osterman have 
been assigned to another new terri- 
tory comprising Central and North- 
western Massachusetts. Mr. Deyo 
will carry the leather lines; Mr. 
Osterman will concentrate on Red 
Ball footwear. 

Additional transfers were an- 
nounced. Woodrow E. Stone, for- 
merly covering Boston and the ad- 
joining South Shore, now sells the 
Dunham leather line in the entire 
Boston area. In this same district 
the Red Ball line is carried by Rob- 
ert E. Towne, transferred from 
the Western Massachusetts-Western 
Connecticut territory. In this latter 
territory the Red Ball specialist now 
is John Cournoyer, transferred from 
Central Massachusetts. 

“This,” said Mr. Mason, “com- 
pletes the final phase of our product 
specialization program. We began it 
two years ago so that its completion 
would coincide with our 75th anni- 
versary year.” 


Tannery Workers Get Raise 


PEABODY, MASS.— Under the 
terms of a two-year contract be- 
tween A. C. Lawrence Leather Com- 
pany and the Leather Workers’ In- 
ternational Union of America (AFL- 
CIO), 1300 workers in the company’s 
local plants will receive increases in 
wage and fringe benefits. 

This total includes a wage increase 
of nearly 634 cents per hour includ- 
ing incentive earnings retroactive to 
January 4 of this year. Another in- 
crease of four cents an hour, also in- 
cluding incentive earnings, becomes 
effective January 2, 1961. Improve- 
ments in fringe benefits and adjust- 
ments in rates of maintenance work- 
ers add 21% cents per hour. 
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USMC Appoints Manager 
Of Machinery Marketing 


BOSTON—Alan W. Sampson has 
been appointed manager of shoe ma- 
chinery marketing by the United 
Shoe Machinery Corporation. He 
will coordinate an intensified infor- 

mation program to 
assist the shoe in- 
dustry in the most 
effective use of 
United equipment, 
and he will also 
correlate data on 
= shoe industry ma- 
chinery require- 
~ ments. 

Hesucceeds Dana 
W. Woodward, who 
was recently trans- 
ferred to the post of general man- 
ager of A. Kimball Company, 
United’s product identification and 
data processing affiliate. 

Mr. Sampson joined United in 
1947 and was assigned to the re- 
search division. There his responsi- 
bilities included administrative, de- 
sign, and planning assignments on 
defense projects as well as on shoe 
machinery. He graduated from 
Tufts University in 1944 and in 
1959 received a master’s degree at 
Massachusetts Institute of Tech- 
nology. 


ALAN W. SAMPSON 


3M Maps Concentrated 
Campaign for ‘Scotchgard’ 


ST. PAUL, MINN. — Minnesota 
Mining and Manufacturing Com- 
pany has announced plans for what 
it calls the largest advertising and 
merchandising campaign ever de- 
veloped for a leather and textile 
treatment. The company makes the 
“Scotchgard” brand leather protector 
as well as “Scotchgard” stain re- 
peller. 

The ad campaign, calculated to 
create 400 million reader impres- 
sions, will start on the consumer 
level this fall. Ads will appear in 
Life, Esquire, Mademoiselle, Par- 
ents’ and other magazines. 

In the past year, Scotchgard 
leather protector has found ‘wide 
acceptance” on brushed pigskins and 
cowhide splits, according to J. W. 
Selden, general manager of 3M’s 
chemical division. He said one 
tanner, Haus of Krause, plans to 
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treat its entire 1960 production of 
Pigmillion Pigskin with the product. 

The leather protector, like its 
companion treatment for fabrics, has 
a fluorochemical base (containing 
fluorine) which repels oil and water 
stains. In addition the leather 
chemical is said to be highly resis- 
tive to acids, chemicals and perspira- 
tion. 

In side leathers Scotchgard is 
claimed to improve the physical 
properties of the leather, particu- 
larly its flexibility at low tempera- 
tures, without affecting tensile and 
tear strength. 





Write for catalog 
and name of nearest 
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NEW HAMPSHIRE 


Named Agent for Acme Div. 
ST. LOUIS—The Arthur S. Pat- 
ton Company of St. Louis has been 
named sales agent for the Acme 
division of Beggs & Cobb, Inc., New 
England tanners of kip and side up- 
per leathers. Principals of the St. 
Louis firm are J. T. Johnston, 
Chandler S. Lowell and Frank 
Hitchings. Acme division lines in- 
clude Mel-O-Tan full grain glove 
leather, wax-finished Pagano, cor- 


rected grain Softee and specialty 
leathers for the shoe and handbag 
trade. 
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New Crown Rubber Company plant near Fremont, O., will increase the firm's 
production area by 52,000 square feet to handle “rapid sales growth." 


FREMONT, O.—Crown Rubber 
Company, a maker of foam-coated 
fabric, plans to quadruple its produc- 
tion through a major expansion pro- 
gram. The company will erect an 
additional plant and install a large 
modern foam machine, according to 
Robert P. Johnson, general manager. 

Mr. Johnson said “rapid sales 
growth” made the expansion neces- 
sary. Each month of 1959 exceeded 
the corresponding 1958 month in 
sales, he pointed out, and new sales 
records were set in each month of 
the last quarter. 

The new plant, a modern brick 
structure, will contain 52,000 square 
feet of work area. It will be built 
on a 20-acre site just north of Fre- 


May we send you an illustrated brochure? 


Chie ities 


mont, along a four-lane highway. 
The company said the location is a 
central one in relation to supplies 
and markets. 

The plant is intended primarily 
for the manufacture of foam prod- 
ucts. According to the company, the 
new foam unit will utilize processes 
brought in from Europe. It will 
enable Crown to make more foam- 
coated fabric than any other pro- 
ducer in the country, a spokesman 
said. 


Armand S. Bennett, a leather 
sales agent, has moved into larger 
quarters at 171 Madison Ave., New 
York. He represents Florida Tan- 
ning & Sponge Company, Old Col- 
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INC. 


ony Leather Company and Carl 
Antholz, Inc. 


Scholarships for Children 


Of Lawrence Employees 


BOSTON — Talented sons and 
daughters of A. C. Lawrence Leather 
Company employees are eligible to 
compete for four-year college schol- 
arships, according to S. N. Nectow, 
president. Ten of these scholarships 
will be provided by Swift & Com- 
pany, parent firm of Lawrence. The 
first ones will go to students enter- 
ing U. S. colleges this fall. 

In establishing the scholarships, 
Swift is cooperating with the Na- 
tional Merit Scholarship Corpora- 
tion, which chooses the scholarship 
finalists on the basis of tests given 
each year to high school juniors and 
seniors. 

Mr. Nectow said the scholarships 
may be as high as $1500 a year for 
a four-year period. The exact amount 
is based on financial need. In addi- 
tion the college in which the Swift 
Merit Scholar enrolls will receive an 
annual grant of $500 depending on 
the tuition—the lower the tuition, 
the higher the payment. 
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Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Will Buy Your Close Outs 
Short Leases Assumed 

















BOX HANDLERS 


ORTHOPEDIC FOOTWEAR 





LONG ARM* 


The efficient box hondler 
QUICKER, EASIER, SAFER 


Get Ready For 
Your 
Easter 
Rush 


Order Long Arms for 
every section of shelving. 
You will get the shoes 
from the high shelves j 
pang easier, safer 
an by any other meth- 
je or you may send them back. Empties handled 
upside down. Long Arms with handles 24'', 36", 
48"', 60", $3.50; 72'', $4.50. Postpaid in "USA: 
Specify handle ‘length desired and if for men's 
or women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 
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Jane Wheeler, fashion coordina- 
tor for Colonial Tanning Company, 
Inc., Boston, reported “fine accep- 
tance” of the firm’s new line of 
aniline wax leathers, Parana and 
Touche, during a_ recent trip 
through the trade. Colorwise, the 
warm browns, bronzey tones, grays 
and reds found most favor. Parana 
and Touche were introduced for the 
unlined important 
lines. 


shoe, 


Limit on Damages Upheld 


NEW YORK—The U. S. Court of 
Appeals for the Second Circuit in 
New York has upheld a prior deci- 
sion of the U. S. District Court 
sharply limiting the damages al- 
leged in a treble-damage suit brought 
against the United Shoe Machinery 
Corporation by Herman Schwabe, 
Inc., of Brocklyn. 

In the original suit, filed under 
federal anti-trust laws, Schwabe had 
claimed injury to its shoe machinery 
business during a period starting 
“sometime prior to 1939.” With the 
federal statute of limitations as a 
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A MODERN CORRECTIVE 
SHOE FOR EVERY 


OC rthopedic NEED 
TARSO SUPINATOR® 


For the postural 
correction of 
fiat feet. 


<_— 





TARSO 
PRONATOR® 


For club feet and 
metatarsus varus. 
Pairs or single shoes. 


TARSO MEDIUS® 

Straight, neutral last 

shoe. Detaiied to 

match Tarso Prona- 

Pairs or single 

shoes, 
= 


Tarso Shoes are prescribed by doc 

tors across America. Write today 

for illustrated brochure and catalog 
s 


M E COMPANY, INC 
MARHELL S. Broadway, Yonker 





basis, the lower court restricted the | 


period for which damages could be 
claimed to the four years prior to 
May 27, 
the suit was filed. 

The appeal was heard in the 
higher court by Judges Learned 
Hand, J. Edward Lumbard 
Thomas W. Swan. 


JOBS 





1957. This was the date 
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New York Sample Room: 138 Duane St., NYC 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


“While in town see Weil” 


Quality shoes since 32 


M. K. WEIL 
Shoe Company 











1215 Washington Ave. 
St. Louis 3, Missouri 


For Over 43 Years 
Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine Festuer 
MOSINGER -COHN 


1235 Washington, St Louis 3, Mo 
MA 1-3663 


IMPORTS | 
ITALIAN IMPORTS 


Quality Shoes for Men 
Please write to: 


WALLY KANDEL 
140-50 Oak Ave. Flushing 55, N. Y. 
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Wolverine Names Regional Sales Managers 


Newly appointed regional sales managers of Wolverine Shoe and Tanning Corpora- 
tion, Rockford, Mich., pose with company officials. Front row, from left: A. K. 
Krause, president; Orville J. Diederich, Far West; Bob S. Visser, Central; George 
L. Hake, Northeast. Back row: James D. Meek, South; Charles E. Anderson, Mid- 
west; James G. Muir, vice-president, shoe sales, and V. W. Krause, director. 


ROCKFORD, MICH.—Creation of 
five sales regions and appointment 
of sales managers for each was an- 
nounced by James G. Muir, vice- 
president, shoe sales at Wolverine 
Shoe and Tanning Corporation. 





You can Sell More Pairs uppered with 


266 ws vat OFF 


because White Shoe Care 
is EASY with ~ 


“Sharply increased sales required 
closer coordination between field 
sales activities and the home of- 
fice,” he said. In 1959, sales were 
about 45 per cent ahead of the pre- 
vious year, he noted. 


Merchandising Tags 
for Kleenette 
Uppered Shoes ... 


Write for Samples 
A.H.Ross & Sons Co, 


Chicogo 22, Illinois 





The new regional sales man- 
agers are George Hake, Northeast; 
Bob Visser, Central; Charles An- 
derson, Midwest; James Meek, 
South, and Orville Diederich, Far 
West. 

Mr. Diederich is a 13-year vet- 
eran with Wolverine. He traveled 
the Wisconsin-Minnesota territory 
until three years ago, when he 
moved to Northern California. Mr. 
Hake joined the company in 1949 
and, after traveling in Texas for 
a short time, moved to the Eastern 
Pennsylvania territory. 

Both Mr. Anderson and Mr. Meek 
have been with Wolverine since 
1955. The former hasbeen cover- 
ing Eastern Iowa, the latter North- 
eastern Texas. Mr. Visser joined 
Wolverine two years ago and has 
been working in the Detroit-Toledo- 
Cleveland area. 





Molds Microcellular Soles 


Mark IV high-pressure vulcanizing ma- 
chine for direct molding of microcellular 
soles on a high-production basis is avail- 
able from C.I.C. Machinery, Inc., Boston. 
“Controlled expansion" feature permits 
operator to regulate the thickness of 
sole's outer skin, and to control the de- 
gree of porosity in inner microcellular 
portion. 
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FREE race BOOKLET!§ 


“How to Dye Fabric Shoes” 


EVERETT & BARRON CO. 
166 Valley St., Providence, R. |. 
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KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 


Phone or Wire Collect Wabash 2-3797 





Chicago, Illinois 











Quick decision on your offers of discontinued and 
surcius men's, women's and children's shoes. 

Also complete stores considered 
GAmOnLLATION "ineas sobs In Fine Shoes From Flee Sources Siace 1931 


\ 7981 Reade St. . lew Tort 7 WY. ° Tek WOrth 2-5180 


UUyyYygagpypyj4/4# 
WLLL 
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BARIS BUYS for CASH Z77/7/777V 


ELL 
Ws 


pays 
Quick Cash for 
quality shoes, complete ¥ 
surpluses or closeouts 
from manufacturer 
or retailer. 
Quality shoes since 1932 4am 


M. K. WEIL 
Shoe Company 


1215 Washington Ave., St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 











WE PAY MORE focause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 














4" SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac 
tlon . . . qua ality men’s, 
women's and childe en's shoes, 


ay h) A FOR OVER 43 YEARS 


MOSINGER - COHN 


235 Washington, St. Louis 3 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS 

LEASES ASSUMED © 

YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 








e doseouts 
e surplus 
° discontinued 


146 DUANE $T., %. V.¢ 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 

















Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 65-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
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Personnel 





R. J. HAUG, JR. 
Promoted 


RICHARD N. SEARS 
Bates President 


Elected... 


Richard N. Sears, as president 
and treasurer of Bates Shoe Com- 
pany, Webster, Mass. He was for- 
merly executive vice-president and 
treasurer. He succeeds E. A. 
Craver, elected board chairman. 

Robert G. Lape, Henry W. Nie- 
man and Arthur P. Weigand, as di- 
rectors of Julian & Kokenge Com- 
pany, Columbus, O. Mr. Lape is 
assistant sales manager; Mr. Nie- 
man is sales manager, Miller Shoe 
division, and Mr. Weigand is plant 
manager, Miller division. 


Promoted... 


R. Edwin Mills, from assistant 
general manager to vice-president 
and general manager of Father & 
Son Shoe Stores, Inc., a 174-unit 
subsidiary of Endicott Johnson 
Corporation, Endicott, N. Y. 

Joseph G. Selner, from assistant 
general manager to general man- 
ager of the Family Stores division 
of Endicott Johnson Corporation. 

C. A. Dearman, from Southeast 
district sales manager to Eastern 
division sales manager for Misha- 
waka Rubber Company, Inc., with 


DOUGLAS W. AMES 
Genesco Post 


WILLIAM D. CHASE 
Sales Manager 
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DICK MEECH 


WALTER J. JOHNSON 
Joins Acme Boot 


General Manager 


headquarters at Mishawaka, Ind. 
He replaces L. F. Baumgartner, 
who retired last year. 

R. S. Fray, from wholesale sales 
manager to manager of product and 
service for Mishawaka Rubber Com- 
pany. He heads all product develop- 
ment for retail and wholesale lines. 

R. T. Clark, from advertising and 
sales promotion manager to sales 
manager of the wholesale division 
at Mishawaka Rubber Company. 
C. L. Barber, from assistant man- 
ager of advertising and sales pro- 
motion to manager. 

D. H. Bohiken, from Los Angeles 
sales representative to Southwest 
district sales manager for Misha- 
waka Rubber Company, with head- 
quarters in Little Rock, Ark. 

Lawrence Randall, to superin- 
tendent, and James Dowling, to as- 
sistant superintendent for Medwed 
Footwear, Inc., Skowhegan, Me. 

Richard J. Haug, Jr., from New 
England representative to assistant 
sales manager of the Onco division 
of Brown Company, Berlin, N. H. 


Transferred... 


W. W. Gardner, from the South- 
west district to the Corn Belt dis- 


D. L. RUNNELLS, JR. 
Named by Tanner 


EDWARD A. DEVINE 
Factory Supt. 


TOMMY CHILDS 


DAN GOLDIN 
Also at Acme 


Also with Acme 


trict as district sales manager for 
Mishawaka Rubber Company, inc., 
Mishawaka, Ind. J. W. Kirk, from 
Corn Belt district sales manager 
to the headquarters office for spe- 
cial assignment. 

Eugene O'Reilly, from United 
States Rubber Company, Footwear 
Sales, to Beacon Falls Rubber Foot- 
wear, Beacon Falls, Conn., a U. S. 
Rubber division, as manager of 
wholesale sales. He replaces B. B. 
Gould, who retired December 31 
after 40 years’ service. 

William A. Hartel, from St. 
Louis representative to the Upper 
Leather division sales staff of Ar- 
mour Leather Company, at Sheboy- 
gan, Wis. 


Appointed... 


Walter J. Johnson, as general 
manager of the United Men’s divi- 
sion of Brown Shoe Company, St. 
Louis, succeeding William J. 
O’Rourke, Jr., who resigned. Mr. 
Johnson continues as general man- 
ager of all the firm’s men’s divi- 
sions. 

gas 
representative 
Minnesota-Iowa 


(Larry) Luther, as sales 
in the Wisconsin- 
area for John E. 


T. C. E. ECCLESINE 
Division VP 


JAMES E. DEVINE 
Succeeds Father 
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Lucey Company, Inc., Bridgewater, 
Mass. He replaces W. H. Krueger, 
who is retiring. 

Dick Meech, Dan Goldin and 
Tommy Childs, as sales representa- 
tives for Acme Boot Company, Inc., 
Clarksville, Tenn. Mr. Meech will 
cover Washington State and a por- 
tion of Idaho; Mr. Goldin, New Jer- 
sey, New York City and part of 
New York State; and Mr. Childs, 
portions of Iowa and Missouri, ex- 
cluding St. Louis and Kansas City. 

F. R. Madewell, as Southeast dis- 
trict sales manager for Mishawaka 
Rubber Company, Inc., Mishawaka, 
Ind. He has been on leave of ab- 
sence and traveling a sales terri- 
tory in Northern Florida tempora- 
rily. He replaces C. A. Dearman, 
who was promoted. 

Douglas W. Ames, as area store 
operations manager of fashion de- 
partments of the Mid-Continent 
Standard Retail leased departments 
in Oklahoma, Iowa, Nebraska, Ken- 
tucky, Tennessee, Alabama and 
Eastern Texas. Mid-Continent is a 
subsidiary of Genesco, Nashville, 
Tenn. 

Marc Triffleman, as buyer of al! 


teenage shoes for A. S. Beck Shoe 
Corporation, New York. Milton 
Evans, as buyer of all casual, 
sport-type and welt shoes as well 
as slippers. 

William D. Chase, as sales man- 
ager, and Edward A. Devine, as 
factory superintendent of the O. A. 
Miller division (Plymouth, N. H.) 
of the United Shoe Machinery Cor- 
poration. The division makes such 
items as shoe trees, laces and shoe 
and leather cream. 

Richard D. Meyers, as assistant 
to Stanley W. Bennett, general 
sales manager of Beebe Rubber 
Company, Nashua, N. H. He suc- 
ceeds Guy Mitchell, newly assigned 
as Pennsylvania- Maryland sales- 
man. 

Hugh Carville, as St. Louis area 
sales representative for the Upper 
Leather division of Armour Leather 
Company, Sheboygan, Wis. 

David L. Runnells, Jr., as assis- 
tant general manager and market- 
ing director, shoe leather program, 
for A. K. Salz Tannery, division of 
Pacific Industries, Inc., Santa Cruz, 
Calif. 

James E. Devine, Midwest 


as 


sales representative for the Onco 
division of Brown Company, Ber- 
lin, N. H., with his headquarters in 
St. Louis. He succeeds his father, 
James L., who retired for health 
reasons after 14 years with Onco. 

T. C. E. Ecclesine, as division 
vice-president in charge of pack- 
aging sales for the Gardner divi- 
sion of Diamond National Corpora- 
tion, Middletown, O. 


Retiring... 


Fred C. Hathaway, from A. F. 
Gallun & Sons Corporation, Mil- 
waukee tanners, after almost 34 
years’ service. He sold in the Ohio 
and Midwest territory. Norman 
Sarnoff succeeds him. 


Resigned... 


Mrs. Grace MacDonald Mathews, 
as vice-president, assistant to the 
president and controller of The 
Yankee Shoemakers, division of 
Sam Smith Shoe Corporation, New- 
market, N. H. Mrs. Mathews has 
been associated with the company 
for many years. Her future plans 
have not been announced. 





New Consumer attraction—LEOTARD and TIGHTS Ensembles 
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All Popular Constructions 
CHILDREN’S TIGHTS 
Full Fashioned 
Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 
LEOTARDS styled with long 
and short sleeves, scoop 
and high necks 

for Children 

for Women 
+ Immediate factory delivery 
* Order direct 
+ Write for 


Illustrated Catalog No. B-2 


DANSKIN, INC. 
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437 Fifth Avenue, New York 16, N. Y. 
DIVISION OF TRIUMPH HOSIERY MILLS 


full fashioned and seamless 


for bigger sales with the leading brand — 


TIGHTS, LEOTARDS & TRUNKS 


knit of 


ee 


pAnsofr stretch nylon 


The superior quality and perfect fit as- 
sured by Danskins is the result of over 
ten years’ experience in the styling and 
making of finest tights, leotards and 
trunks. Available in a complete range of 
staple and fashion colors, to help you sell 


more to every customer. 


Your customers will see DANSKINS colorful advertising in 


e N. Y. Times Magazine 


e Seventeen * Mademoiselle * Dance ¢ Ski * Skating 
¢ Fashions of the Times 


A U.S. PATENTS NO, 2,697,925 
4 NO. 2,706,389 » NO. 2,799,023 


aeateiai { 


America’s foremost stylists and makers of tights, leotards and tr 





e Financial 


Ohio Leather Co. Earnings 


For 1959 Decline 30 Pct. 


GIRARD, O.— Net earnings of 
Ohio Leather Company dropped 30 
per cent to $377,491 in the fiscal 
year ended October 31, President 
Ralph H. Ewe said in the annual 
report. The total is equal to $1.30 
per common share. It compares with 
$542,101, or $1.87 per share, the 
year before. 

Mr. Ewe’s report pointed out that 
the company had to operate in an 
erratic raw material market in which 
prices fluctuated more than at any 
time in six years. Meanwhile shoe 
manufacturers “exercised a marked 
degree of hesitation and caution in 
ordering their requirements.” In 
addition Mr. Ewe cited increased 
imports of lower priced calf leather. 

These factors resulted in de- 
creased profit margins “in spite of 
the maintenance of a full production 
schedule and a 20 per cent increase 
in dollar sales.” 

Ohio Leather is joining with other 
domestic producers in seeking gov- 
ernment action to counter leather 
imports, Mr. Ewe noted. 


Brown Co. °59 Profits Drop 


BOSTON—Net income of Brown 
Company, maker of pulp and paper 
products including innersoles, 
dropped to $714,203 in the fiscal 
year ended November 30. The fig- 
ure, equal to 27 cents per common 
share, compares with $1,295,631, 
or 50 cents per share, in fiscal 1958. 
The 1958 total includes $315,651 in 
federal income tax refunds from 
previous years. 

Consolidated net sales amounted 


to $58,888,381 in 1959 compared 
with $55,407,620 the year before, 
according to Board Chairman Lau- 
rence F. Whittemore. 


© Obituaries 


Fred A. Brown Dies at 83; 


Founded 2 Dallas Firms 


DALLAS — Fred A. Brown, 83, 
founder and board chairman of 
Graham-Brown Shoe Company, a 
wholesale firm, and the Austin Shoe 
Stores, a family-type retail firm, 
died here January 
16 after a long ill- 
ness. 

Mr. Brown had 
been chairman of 
the companies 
since 1948. Earlier 
he served as their 
president. He had 
decided to found | 
the wholesale firm © 
in Dallas when he 
visited the city in 
1911 during a vacation trip from 
Parkersburg, W. Va. 

From a modest beginning, the 
Graham-Brown firm has grown to a 
point where it has over 100 em- 
ployees and representatives serving 
retailers in 15 states. 

Mr. Brown organized the Austin 
Shoe Stores in 1935. The company 
operates 35 stores and employs over 
300 persons in Texas and Louisiana. 

The veteran shoeman is survived 
by his widow, and a sister, Julia S. 


FRED A. BROWN 


FRANK J. MacENANEY, 
who retired in 1958 as Eastern 
regional franchise manager for 
Brown Shoe Company, died Janu- 
ary 26 of a heart attack at his 


68, 





SNOW-PROOF 


W ater-proofs, Softens 


and Preserves Leather 


SNOW-PROOF was originally developed fifty 
years ago for snow-proofing hunters' and trap- 
pers’ boots—now used everywhere for water- 
proofing, softening and preserving shoes and 
leather goods. Stops dry rot. Prevents mildew. 
Odorless, colorless, not sticky: takes a shine. 
Moke extra profits waterproofing shoes and 
also selling Snow-Proof to customers. 5 Ib., 
! Ib., and 3% oz. cans. Write for descriptive 
folder and free sample can on your business 
letterhead. 





Dept. 22, THE SNOW-PROOF CO.., Livonia, N. Y. 


Watertown, Mass., home. He had 
spent his adult lifetime in the in- 
dustry. Starting as a buyer for 
Filene’s, Boston, he later operated 
his own better-grade store, Pierce’s, 
in Boston. He returned to Filene’s 
as buyer and later held a similar 
post with the Hovey Company, 
Boston. When he joined Brown 
Shoe, his headquarters remained in 
Boston. He survived by his 
widow, nine children and 23 grand- 
children. 


is 


EBEN F. TILDEN, JR., 73, long 
connected with the shoe industry, 
died at his home in Brockton, Mass., 
January 11. For 41 years he was 
purchasing agent of Thompson 
Bros. Shoe Company in Brockton. 
Since the liquidation of that firm 
he had been associated with the R. 
J. Potvin Shoe Company, also of 
Brockton. Surviving are his widow, 
Ella K.; a son, Richard H., and two 
grandchildren. 


CALVIN CLARKE, 66, former 
chairman of the board of the old 
Selby Shoe Company, Portsmouth, 
O., died recently in a Columbus 
hospital. He had suffered from a 
heart ailment for many years. 


HIMES GARFINKEL, 72, man- 
ager of a Garfinkel Shoe Company 
store in Cleveland for 23 years, died 
January 28. Mr. Garfinkel came to 
the U. S. in 1895 from his native 
Russia. The Garfinkel stores are 
owned by his brother Jack. 


JACK B. BURGER, 68, founder 
and owner of Burger Shoe Store, 
Fostoria, O., died January 16 in a 
Toledo hospital. 








ALL THE YEAR 
AROUND 


— 











IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 
into effect with a minimum of delay. 
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Classified and Want Ads 


SALES REPRESENTATIVE WANTED 








SIDELINE SALESMEN WTD. 


OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus b Write. 


NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











The Herbst Shoe 
Manufacturing Company 





announces the opening of applications 


for the position of 


SALES REPRESENTATIVE 








This position calls for an aggressive, experienced man to travel Ken- 


SIDELINE SALESMAN WANTED 


A s Sal Actively T. fi inn. ke a et ‘ ‘ ‘ 
azorentrs Sets. Aateal Seeeting Mp. tucky, Tennessee, Alabama, and Mississippi, with highest quality 


turer of Fin & Feather Boots and Hunkidori- 
Chippewa Work Shoes, on a commission basis. 
Write or call 

F. & F. SHOE COMPANY 
Chippewa Falis, Wisconsin Tel. PA 3-684) 


juvenile shoes—for well-established, respected company. 


HERBST SHOE MFG. CO. 
: Att'n: Wm. R. Furst 
All replies 


SIDE LINE SALESMAN Poe Director of Sales 


Top Quality Nationally Known Infants’ Box 2005 

Shoes. Continuous In Stock Department. Milwaukee |, Wis. 
Commission basis. All inquiries held 
— confidential. 


Reply to Box 677, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 
































SALESMEN WANTED 
SALESMEN WANTED 


Complete Line of Children's Shoes. 
Pre-Welts, CEMENTS and BON 
Welts. Sizes | Infants’ to 3 Misses’. 
Territories open: Ky., Indiana, 
Ohio, Okla., Texas, Be Kans. 
and Mo. Reply with details, ref- 


erences. 
THE KEPNER-SCOTT SHOE CO., Inc., Orwigsburg, Pa. 


GIBSON SHOE COMPANY 


SALESMEN WANTED 


TERRITORIES AVAILABLE FOR SIDE- 
LINE SALESMEN to handle Complete Line of 
Domestic and Imported Sneex, on Commission 
basis. Give full particulars. Reply to Box 675, 
Boot anp SHoe Recorper, Chestnut & 56th 


Streets, Philadelphia 39, Pa. 
Price Dress Shoes wants salesman for Florida, 

SIDELINE SALESMEN WANTED: Georgia, Alabama territory. A short, com- 
STAPLE LINE OF POPULAR PRICED plete Line, all in-stock, retailin $10.95 to 
MEN’S SHOES out of stock featuring Army $12.95. All inquiries will be held in strict 
and Navy type oxfords. Well known and long confidence. 
established manufacturer. Several territories Reply to Box 679, BOOT & SHOE RECORDER 
available. Give full ange gg in first letter. Chestnut & 56th Streets, Philadelphia 39, Pa. 
Reply to Box 669, Boot anp SuHor ReEcorper, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


SIDELINE SALESMEN WANTED for Bill- MONTANA. NORTH AND SOUTH DA: 
fold and Men’s Belt Line. 10% Ty caaission. KOTA. Complete Line of Men’s and Boys’ 
References required. SILON PRODUCTS CO., Shoes, Boots and Oxfords. Guaranteed salary 
INC., 406 Elm Street, Cincinnati, Obie. and liberal commission on full time exclusive 


basis; or may be carried with non-conflicting 
SIDE-LINE SALESMEN 











SALESMAN WANTED 


Successful manufacturer of Men's Medium 

















EXPERIENCED SALESMEN WANTED, 











Line on very liberal commission. Give trade 
references and_ traveling experience. J G 
SHOE MFG. CO., Sheboygan, Wisconsin. 
Outstanding "Old Pals" Children's Line, 
Infants’, Little Gents, Child's, Misses’ 
and Big Boys and Girls—to retail from 
$3.95 to $5.95. 
All In-Stock, Columbus, Ohio. 
Territories open: 
Ark 5 Tenn 
Nebraska-Kansas, Missouri, 
Oklahoma-Western Texas, California. 
All inquiries held strictly confidential. 
S. T. Levin, 
The H. C. Godman Company, 
Columbus 16, Ohio. 

















SALESMEN WANTED 





SALESMEN: MANUFACTURER OF 
COMPLETE LINE of Quality Helanca and 
Durene Leotards wants representatives with 
following among Dance suppliers, Shoe and 
Department Stores. Excellent Opportunity. Re- 
ply to Box 678, Boot ann SHoe REeEcorper, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


February 15, 1960 





SALESMEN WANTED 


TO SELL AS SIDELINE AMERICA’S FASTEST 
GROWING LINE of Juvenile Boots. Includes Cow- 
boys, Engineers, Wellingtons, Chukkas and New 
Line of Boys’ Oxfords, Work Shoes, Hiking Boots, 
ete. Many choice territories open. For details 
write: 
A. W. Nordstrom, Sales Manager 

Quinn & Delbert Boot Co., Marlboro, Mass. 











Complete Lines of Women's Flats, Cas- 
uals, Sports — also Boys’ and Men's 
Dress Oxfords, Casuals and Work Shoes 
— carried in stock. Territories open: 
Virginias, Carolinas, Georgia, Ohio, 
Kentucky, Indiana, Illinois. Draw against 
commissions. All replies confidential. 
Give full details and references. 


A. MELTZER 


28 N. 4th St., Phila., Pa. 


65 £. NORTHAMPTON ST., WILKES-BARRE, PA. 


offers Quality Jobs — Factory 
Closeouts for Cancellation Shoe 
Stores—Drive-Ins and Promotion 
Chain and Dept. Store Buyers. 
We carry Children's, Boys’, Men's, 
Women's Shoes, Slippers, Tennis 
and Rubber Footwear. 

Good Salesman wanted to cover 
any State—Commission basis. 

















SALESMAN WANTED 


Experienced salesman for Texas, Oklahoma, 
Louisiana territory to call on retail with a 
short but balanced line of Men's Popular 
Price Dress Shoes—all in-stock, to retail $10.95 
to $12.95 

JOHN £. LUCEY COMPANY, INC. 


31 Perkins Street, Bridgewater, Mass. 

















Classified and Want Ads 


WANTED TO PURCHASE WANTED TO PURCHASE | SIDELINE SALESMAN WTD. 




















FIRST CALL.... ER DY SIDELINE SALESMEN 
We're always ready to BUY your Top Quality Moccasin 
* COMPLETE STOCKS °* CLOSE-OUTS | and Moccasin Type Casuals. 
® CANCELLATIONS | | Year Round Instock Department. 
GET TOP DOLLAR °© SPOT CASH MINNETONKA MOCCASIN CO., INC. 


Phone or Write EDDY SHOE CO. 132 N. 4th St. 406 Portland, So., Minneapolis, Minn. 
WA 5-9533 or WA 5-3927 Always Reliable Phila. 6. Pa. 














QUALITY LINE OF IN-STOCK CHIL- 
DREN’ S SHOES sizes 8% to 3, wants ex- 


M STOFF and CO | perienced salesmen. Top commission basis. 
e e When writing for information, furnish quali- 
LINE WANTED fications. Reply to Box 681, Boot anp SHOE 


CASH FOR SHOES | Recorper, Chestnut & 56th Streets, Philadel- 


phia 39, Penna. 
Closeouts—Complete Stores EX-RETAIL SHOE MERCHANT with 
. Wholesale experience, well known to the trade 
Phone or Wire Collect would like Line to sell to the trade in Chicago LINE WANTED 
137 West B'dway New York City and environs. Reply to Box 674, 


Boor_ AND 
Beekman 3-0141-2 delphia 39, Pa. 

















Suor Recorper, Chestnut & 56th Streets, Phila- 














ia iallaaihdh aia Racial de a eee SHOE SALESMAN 


H with 14 years’ experience as Manufacturer’s Repre- 
DISPLAYS SHOE SALESMAN, TWENTY YEARS | sentative for Men’s and Children’s Shoe Factories. 
ON THE ROAD, EXPERIENCE WITH Have strong following in Pennsylvania and New 
CHILDREN’S AND TEENAGE SHOES; Jersey. Best references. Seeks good connection, 
Large following in Pennsylvania, New Jersey, with future. 


Maryland, Delaware, Washington, D. C., Ohio. ly to Box 680, BOOT and SHOE RECORDER 
PRICE TICKETS Presently employed. Will change for a future. > 56th Streets, Philadelphia 39, Pa. 
any assortment needed Best references. Reply to Box 676, Boot anp 
for Spring Trims SHoe Recorper, Chestnut & 56th Streets, 
WITH _—_—. Philadelphia, Pa. 























DAY-GLO SALE Siete MERCHANTS' NEEDS 














MERCHANTS SERVICE 
FREE 209 “pment FOR RENT 





STORE AND BASEMENT, EACH ABOUT 

25x70 FEET for rent in New York City 
HELP WANTED Wholesale Shoe District. Reply to Box 671, 
Boot ann Snore Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Pa. 








ASSISTANT UPPER LEATHER BUYER 
for Shoe Factory in Maryland. Prefer young 
man with technical training and some practical 
experience in handling side leather al splits. AGENTS WANTED PAY OFF v 
State complete details and desired salary in first ® 

Reply to Box 667, Boor anp Snoe Re- 
, Chestnut & 5éth Streets, Philadelphia 











MANUFACTURERS' 
AGENTS WANTED Selected to fit 


For Japanese made Rubber, Canvas 
CLASSIFIED and Vinyl Footwear of all types. Must] | your needs! 


ADVERTISING RATES have first-class connections. Reply to: Ideas that will 


C. P. O. Box 917, Osaka, Japan hel 
UNDISPLAYED ~ a aca cia 
20¢ a word 


Minimum (18 words) . .$3.60 FOR SALE 
Box number, extra... .$2.40 
Your name and address isle inihial sisi abies’ wiahiomebltans VINCENT EDWARDS & CO. 
charged at word rate. NATIONALLY ADVERTISED Women’s and World’s Largest Advertising Service Organization 
Street number one word Children’s Shoes. Good volume. Very Profitable 342 Madison Ave., New York City 
husband and wife operation. Town of 60,000; 

Forty Miles West of Chicago. All replies kept Please tell me more about your news- 
DISPLAYED confidential. Selling because of other interests. d elt 

Reply to Box 672, Boor AND SHoe REcoRDER, paper ad clipping service and special 
$16 per inch Chestnut & 56th Streets, Philadelphia 39, Pa. short term trial offer. 


Maximum, 46 words to the Name..... 
inch. All material must be in FOR SALE: SIMPLEX X-RAY MACHINE — 
our office 20 days prior to SHOE FITTER, in A-1 Condition, $250.00. pany.. 


Reply to Box 673, Boot anp SHoe ReEcorper, 


publication date. Chestnut & 56th Streets, Philadelphia 39, Pa. 


NOTICE: 


Vv 
Classified Advertising FOR SALE: STITCHDOWN FACTORY, INCENT EDWARDS & CO. 


“OMPLETE. Pairs Stitchdown and 342 MADISON AVENUE 
is payable in advance Sasips hana Wither ; 
mpo Lasts. Write: A. CONTINO, 437 Ever- 
green Avenue, Brooklyn 21, New York. NEW YORK CITY 




















real results! 









































Boot and Shoe Recorder 
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Index to Advertisers 


This index is published as a convenience. No liability is assumed for errors or omissions. 
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Company 
Nunn-Bush Shoe Company 
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Ohio Leather Co., The 
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Vulean Corporation 
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Wolverine Shoe & Tanning 
Corporation 


to a profitable 
start with 








iga® 


A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 








February 15, 1960 
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UNITED CHEMISTRY IN ACTION... 
Helps You Produce More and Better Shoes 


Behind United shoemaking products there is a remarkable 
world of chemistry in action. This chemistry gives shoemakers 
new opportunities for increased cost savings, improved quality 
and extra beauty and durability. 

Chemistry gives you the quality line of SUPERGRIP* Sole 
Attaching Cements formulas that can bond all materials for 
all types of shoes. Plus the new cost-cutting BE BE ROD* 
thermoplastic cements, too. 

Chemistry helps produce the world’s most extensive line of 
quality finishes including remarkable DURALENE®* and 
SUPERFIL* shoe finishes. 


Chemistry produces the cements and know-how for the unique, 
cost-saving PLIRIB™* insole rib materials. 

Chemistry even contributes vital metallurgical data to provide 
precision fit and top quality steel for users of VITA-TEMPERED 
shanks. 

When you need new and different solutions to tough shoe- 
making problems — or want top value in shoemaking supplies — 
rely on United’s ‘“‘chemistry in action” for that extra margin of 
quality and dependability. United Shoe Machinery Corporation, 
140 Federal Street, Boston, Mass. 


YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 


PROOUCT AND REGISTERED TRADE-MARK OF THE 8. B. CHEMICAL CO 








NUNN-BUSH 


LbDbeeptone 
CONTINEN TALS 


UALITY is a much maligned word but 
Nunn-Bush Shoes have so much of 

it that men all over the world have learned 
to look to Nunn-Bush for character in 
shoemaking which cannot be surpassed. 


We will never let them down! 


The sovereign /nternational lok of these 
magnificent Deeptones will give you 

as many compliments as exclusive 
Ankle-Fashioning will give you comforts 


... with enduring shapeliness over 





extra dollar-saving miles. 


- 


Jrom ys {9 95 
10 5599 


a/er 


NUNN-BUSH SHOE COMPANY, Milwaukee 1, Wisconsin 
. 
First in Quality? 
ARISTOCRAT LAST « Style 26 

“ Hand Antique Finish. Also in Black 
i WINTON LAST e Style 2249, Deeptone Cabana Caif 
Hand tique Finish. Aliso in Black 
‘ 


; 4 ROMA LAST e Style 2282, Deeptone Calf Slip-On 
ANKLE-FASHIONED SHOES Hand Antique Finish. Also in Black. 





Also Made in Canada and Mexico 
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